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ON’T fail to read Floyd 
D Oles' article on trade 

associations in thisissue. 

Feed trade organizations 

arenot supported as they 
should be and their value is often 
questioned. Mr. Oles tells how 
he believes they should function 
and his experience has been such 
that he knows whereof he speaks. 
To render unselfish service and 
not to control prices or influence 
competition is his idea of their 
proper duty. Do you agree? 
Study what he has to say and 
then decide how your association 
measures up. 


MERCHANDISING MAGAZINE 
OF THE FEED 


INDUSTRY 


‘ 


Tradition Plus 
Modern Milling 
Make “BIG Jo” 
The World’s Best 


Part of the Big Jo tradition has been to keep the mill, in which 
Big Jo flour is made, completely modern in every respect. New 
machinery of the most efficient type has been installed from time 
to time and recently two big Fairbanks-Morse diesel electric power 
units were put in operation so that our power cost is now as low 
as enjoyed by any other mill in the country. The above illustra- 


tions show the mill, with large concrete wheat storage tanks, as 


located on the Mississippi river and a view of a section of the 


power plant. It is because of our careful atten- 
tion to all details that Big Jo flour really is ‘Best 
in the World”’. 


WABASHA ROLLER MILL CoO. 
WABASHA MINNESOTA, U. S. A. 


BIG Jo FLOUR 


} 
7 
SS 
| 
‘Broad is the best and cheapest 
| JO} 


‘It Will ‘Pay-To’ Trade With Paetow’’ 


Brewers Grains 
Malt Sprouts 
Millfieeds 
Linseed Meal 
Soybean Meal 


Feed Barley 


Screenings 
of all kinds. 


Send for our regular daily and weekly quotations. 


FEED-GRAIN 
SCREENINGS 
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Firms that spend money to build good will 
are less likely to do anything that might nullify the 
effect of their advertising than firms making no such 
investment. It will pay readers to trade with 
The Feed Bag advertisers. 
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Look for this triangle when 
buying Linseed Meal 


This triangle label as- 
sures uniformly 
quality and is the 
mark of helpful service 


DOING A REAL 
JOB FOR YOU 


he Linseed Meal Educational Committee 

is carrying on an extensive advertising 
campaign to dairymen, stockmen, feeders and 
farmers... telling them to feed a balanced 
ration containing Linseed Meal. 


Thousands of copies of the new Linseed Meal 
feeding book ‘‘Practical Feeding for Profit’ 
and the Master Feeding Chart are being sent 
to feeders and farmers everywhere. 


Linseed Meal, the old reliable protein supple- 
ment, is a business builder for you . . . If you 
have not already done so, write today for 
your copies of the booklet and chart. 


LINSEED MEAL EDUCATIONAL 
COMMITTEE 


744 N. Fourth Street Milwaukee, Wisconsin 
Dept. FD-2 


Cod Liver Oil 


The high potency and quality of 
De Luxe Cod Liver Oil assure you 
of repeat business on feeds from 
your customers. Order your spring 
requirements now at these attrac- 
tive prices: 


International 
Units Per Gramme Price 


Vit. A Vit. D Levels Per Gal. 
DE LUXE USP Poultry 
Medicinal, Non-Freeze 2,000 200 yYy% $ .70 
DE LUXE USP Poultry 
Medicinal, Non-Freeze 
with Vitamin E added 3,000 250 1/5% -90 
DE LUXE Not USP 


Non-Freeze ........... 1,000 175 44% .63 
DE LUXE Fort-E-Fied Per Lb. 
USP Non-Freeze...... 4,000 300 28 


STRATTON GRAIN CO. 


(Successors to Donahue-Stratton Co.) 
Grain & Stock Exchange Milwaukee, Wis. 


Marblehead 98" MINERAL MIKES 


Pu'verized Ca'cium Carbonate 


packed in multiple wall paper DAIRY MIXES 


bags machine sewed 100s and 


FEED MIXES 
Marblehead Lime Grits 


Recommended by 


Packed in 100 !b. osnaburg bags. 
Turkey to Chick size. Special 
Canary size for starter and 
growing mash trade. Lime- 
stone grit the best for supply- 
ing ca!cium for egg she!! mak- 
ing and bone bui'der for baby 
chicks. 


Marblehead Lime Ration 


Under laboratory control. 96% 
through 200 mesh screen, pure, 
white, better than 98.3% cal- 
cium carbonate. Packed in 
heavy toweling bags. Feeding 
directions printed on every 
sack. 100 Ibs. net weight. 


most state  bulle- 
tins, see latest Mary- 
land, Utah, Ken- 
tucky findings. No 
Waste, Hard Edges, 
Will not crumble. 
Pure shell forma- 
tion. Special Mar- 
blehead High Cal- 
cium Limestone 
Grits—finest in 
quality and unifor- 
mity. Bigger and 
better profits. 


MARBLEHEAD LIME COMPANY 


160 N. LaSalle St. 


Chicago, Ill. 


STANLEY’S 
CROW REPELLENT 


THE STANDARD FOR OVER 20 YEARS 


Protects the farmers corn crop from Crows, Pheasants, Black- 
birds, Larks and all other corn-pulling, birds and animal 
pests such as Moles, Gophers, Woodchucks, Squirrels, etc. 


LIST PRICES 
(1 Quart) Enough for $1.75 


4 bushels of seed. 


1 Pint) Enough f 
( 2 bushels 1.00 


Pi En f 


FROM YOUR JOBBER OR 
DIRECT FROM US. 


Manufactured only by 


The Cedar Hill Formulae Co. 


P. O. Box 1129G 


New Britain, Conn. 


's det hi t 
is 


CHEAPER PRIME — 
1 2 
MEAL 
3 
_— 
| STANLEY'S 
| ) : 
SAVES 
| NEPLANTING, 
| 
No, Im not | — 
dead, but what 
is that stuff? li 
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Hix: is another reason why 
Larro dealers make money. From Maine to Florida these dealers 
are holding Larro Weeks. Their places of business are gaily decorated 
and there is even more than the usual activity. Old friends and new 
are dropping in to take part in the fun . . . and they’re buying feed, 
too. Larro dealers are opening the way to a big year with a program 
that is built to “‘bring ’em in.” 


The entire plan for a ‘“‘Larro Week” and complete advertising and 
merchandising material are prepared in advance for Larro dealers. 
Every detail is provided for so that the dealer is left free to do a 
thorough job of selling Larro Feeds and other products during this 
special drive. 


The Larro franchise may be available in your 
territory. Write and let us tell you about Larro 
Chick Builder—newest product in the Larro 
line of high quality feeds—and how a Larro 
Week will help you introduce this and the other 
outstanding Larro products to your feeders. 


THE FEED BAG—MARCH, 1936 


DAVID K. STEENBERGH, Managing Editor 


MILWAUKEE, WISCONSIN 
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Indiana Mill Known for Whistle 
That Predicted Weather 


Historic Firm Had Origin in Colonial Days 


Co., Seymour, Ind., which is now 

celebrating its 50th anniversary 

served in a unique way as the 
weather bureau for the residents of its 
community and of the outlying terri- 
tory. 

Each morning at 10 o'clock farmers 
got into the habit of drawing rein on 
their horses, pausing in their work and 
turning their ear toward Seymour. 
Likewise, hurrying city folks glanced at 
their watches and halted abruptly. 

Whistle Tells Weather 

The long blast of the steam whistle 
atop the Blish Milling Co. plant soon 
broke the silence. Then a brief pause 
followed. Seymour’s own weather bu- 
reau was ready to forecast. 

If one long blast followed the an- 
nouncing signal the countryside knew 
that fair weather was ahead. Two long 
blasts indicated rain or snow. At the 
sound of three short blasts residents 
hastened indoors, stirred up the fires 
and prepared for a cold wave. 

With the introduction of radio and 
more general distribution of newspapers 
the signals of the weather siren were 
discontinued several years ago, but 
when the morning, noon, and evening 
whistle sounds at the mill it still recalls 
the once reliable weather bureau to the 
farmers and the townsfolk. Thus it still 
remains a daily advertising message 
that reminds customers of the estab- 
lishment and its products. 

Started in Colonial Days 

Blish Milling Co. has a history that 
dates back to the Colonial days of 1658, 
although the present concern was 
founded in 1886. Abraham Blish, the 
first of the line of generations, was in- 
duced to come over from England and 
engage in the milling business for the 
Plymouth colony. The first plant was 
established at Barnstable, Mass. It was 
small and primitive and depended upon 
the ebb and flow of the tide for its 
power. But it was so_ substantially 
constructed that the remains of the old 
mill race and some of the pine founda- 
tion timbers as well as one of the burrs, 
half buried in the sand, may still be 
seen on careful scrutiny. 

The original plant was operated for 
many years until driven out of the flour 
business by the competition of New 


F< manv years the Blish Milling 


York mills and then it continued as a 
feed mill until it was destroyed by fire 
in 1856. The year of the burning of 
this first Blish mill was an epochal one 
in the history of the Blish Milling Co. 
It was in that year that Captain Meedy 
W. Shields, founder of Seymour, Ind., 
entered into a partnership with his son- 
in-law, John H. Blish, of the seventh 
generation from Abraham Blish to build 


GENE DREYER, Dreyer Commis- 
sion Co., St. Louis, president of the 
National Federation of Feed Associa- 
tions is 60 years old, but has celebrated 
only 14 birthdays. He was born Feb- 
ruary 29, 1876, and is-a full-fledged 
member of the leap year family. 


BONANZA EQUITY, Shawano, 
Wis., has purchased a large warehouse 
and moved it to its present site. The 
building is to be remodelled and used 
for storage purposes. Robert Dallman 
is manager of the firm. 


JOHN KOZICZKOWSKI, Amherst 
Junction, Wis., has disposed of his feed 
elevator at Fenwood, Wis. It will be 
opened soon under new management. 


INDIANA 

Rowe hatchery and feed store has 
opened for business in the Pommert 
building, South Bend, Ind. Floyd 
Stump is in charge. 

Bristow Milling Co., Bristow, has 
been incorporated to deal in feed, flour, 
machinery and other farm products. In- 
corporators are Jacob Epple, Fred 
Smith and Flora Smith. 

Ellis hatchery and feed store has 
opened for business at Carlisle. 

Hillis feed store, Greencastle, has in- 
stalled a new hammer mill. 

Aukerman Bros., Peru, have incor- 
porated to operate a wholesale and re- 
tail feed business. Interested parties 
are Claude and James Aukerman, Leo- 
ta Owens and Paul B. Norris. 

Farmers & Gleaners Elevator Co., 
— has installed a new hammer 
mill, 

Wakarusa Milling Co. has purchased 
the Claypool elevator, Claypool, and re- 
modelled it. 
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a mill at Seymour. 

About the time of the outbreak of 
the Civil war the captain sold his in- 
terest and it was operated by John 
Blish until the trying times of 1873. 
john then sold the plant to a number 
of farmers, but it came back into his 
pessession a short time afterward and 
was continued as John H. Blish & Co. 
During the Russo-Turkish war in 1878 
the business was largely confined to the 
handling of corn and_ considerable 
money was made on shipping mixed 
corn for export through the port of 
Baltimore. 

John Blish had retained two of the 
farmers in the business as his partners 
but their interests were acquired by his 
son, Meedy S. Blish, on his return from 
college in 1881. In 1883 the firm be- 
came known as M. S. Blish & Co., and 
the plant was overhauled and converted 
into a modern roller mill of about 100 
barrels daily capacity. Fire destroyed 
the establishment in the fall of 1885, 
after a successful and prosperous period 
of operation. 


Covers Entire Block 

On the following spring, the present 
Blish Milling Co. was incorporated and 
the building which is now a part of the 
present plant was constructed. Since 
that time an additional story has been 
added to the old structure and the plant 
has been expanded until it now covers 
an entire city block. 

M. S. Blish was the president of the 
new corporation and his brother, T. S. 
Blish was vice president and treasurer. 
From its inception the company enjoyed 
continued success. In February M. S. 
Blish passed away and T. S. Blish be- 
came president and sole executive of 
the firm. He died in April, 1927. 
Present officers of the company are J. 
L. Davis, president; J. L. Blish, treas- 
urer, and E. A. Blish, secretary. 

The past few years have been among 
the most active for the firm. It em- 
ploys modern merchandising methods, 
and has constantly kept abreast of the 
times. The feed and flour which it 
manufactures are marketed under the 
trade name, “Colonial” in keeping with 
its enviable tradition. Business is con- 
ducted practically on a cash basis, which 
has been found to be far superior to 
the credit system. 
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WILBUR H. STEVENSON, of 
Midvale, near Waynesboro, Pa., sus- 
tained the loss of his feed and grain 
warehouse which was destroyed by fire, 
February 20. Damages were estimated 


at $15,000. 


NORTHWEST CONVENTION 

The Northwest Retail Feed associa- 
tion at a meeting of its board of direc- 
tors held February 19 decided to hold 
the annual convention of the organi- 
zation at Minneapolis, June 16 and 17. 
Federal regulation of motor trucks will 
be one of the chief topics of discussion. 
Speakers will also be obtained to talk 
on hog, dairy and poultry diseases, and 
a Dealers’ Feeding school will take up 
ene of the sessions. The annual ban- 
quet is to be held on the first evening 
of the convention. 


Mutual Millers Seek Means 
To Curb Portables 


ETHODS of combating port- 
M able mill competition and other 
trade problems were discussed 
at the Mutual Millers & Feed 
Dealers association convention which 
was held at Buffalo, N. Y., February 6. 


‘Despite severe cold and snow-clogged 


highways a large group was present. 
An avenue of escape from the port- 
ables which are plaguing the dealers 
who operate stationary mills, was seen 
in legislation. It was pointed out that 
Michigan dealers had solved the prob- 
lem to some extent with the passage of 
a law which makes insurance on farm 
buildings void while a portable is in 


GREATER PROFITS 


Customer SATISFACTION 


REPEAT BUSINESS... 


DR. SALSBURY’S 


AVI-TONE 


tion. 


@ Believe it or not—when greater profits are 
made, Dr. Salsbury’s Avi-Tone will help you 
make them! That’s because profits are the 
result of a steadily increasing repeat business, 
which in turn is the result of customer satisfac- 
And poultry raisers everywhere have 
shown their satisfaction with Avi-Tone. 

It will pay you to take advantage of the na- 
tion-wide demand for Dr. Salsbury’s Avi-Tone 
and other products! Why? Simply because Dr. 


Salsbury’s poultry health preparations not only 
make new friends and customers, but hold old ones as well! 
Furthermore, handling the Dr. Salsbury line makes your 
service much more valuable—builds customer confidence 
and goodwil!—and insures greater sales and profits! 

The 25 years of experience back of Dr. Salsbury’s Labora- 
tories, its staff of renowned poultry health scientists, its 
unsurpassed laboratory and production facilities, and its 
rigid standards of absolute purity and highest quality of 
ingredients assure the dependability of every product. 

So decide now to become a Dr. Salsbury Dealer. You'll 
be doing your customers a favor, and you'll be paving the 
way to greater profits for yourself. Write at once for com- 
plete information about our dealer proposition. 


DR. SALSBURY'S LABORATORIES 
CHARLES CITY, IA. » » » » » 


HARRISBURG, PA. 
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operation within the building or within 
25 feet of it. New York state, it was 
reported, has also started a movement 
to obtain such a law. 

Economic factors, too, it was said, 
were serving to hamper portable mill 
competition because operators are find- 
ing difficulty in replacing their worn- 
out equipment with new machines. Sev- 
eral of the Mutual Millers explained 
that they operated reguiar routes for 
picking up grain and delivering the grist 
back to the farmers and as a result of 
this practice, were meeting the competi- 
tion. 

Questons concerning the quotation of 
delivered prices to the farm and quan- 
tity or cash discounts were also dis- 
cussed. It was revealed that there was 
no fixed rule in either and that the main 
requirement was a _ consistent policy, 
whatever the practice employed. 

Savings on power costs were reported 
by many of the dealers attending as 
the result of concerted demands on the 
power companies. They had persuaded 
the companies, they said, to permit 
them to eliminate the demand meters 
and pay only for the actual power used. 
This privilege has resulted in savings 
as high as $55.00 a month for some of 
the mills. The millers were advised to 
collect essential data on their power 
costs and to make an effort to obtain 
a uniform rate in the various commu- 
nities. 

George N. Schuster, a life insurance 
man, explained a plan for insuring ac- 
counts receivable which provides for 
the issuance of a life insurance policy 
on the life of the customer, assuring 
payment of the account to the dealer 
in the event of the patron’s death. 

Lionel True, James H. Gray Milling 
Co., Springville, N. Y., president of the 
association, in a brief address urged 
the dealers to pay more attention to 
what is going on in Washington and 
to express their views by letters to sen- 
ators and congressmen on _ proposed 
legislation. Mr. True also recommended 
that the Mutual Millers retain their af- 
filiation with the National Federation 
of Feed Associations, especially in view 
of the fact that continued efforts are 
being made to inject government into 
business. 


LIVESTOCK PRICES 

Average farm prices of livestock and 
livestock products were 39 per cent 
higher in 1935 than in 1934, 61 per cent 
higher than in 1933 and 60 per cent 
higher than in 1932, according to the 
bureau of agricultural economics. Meat 
animals were up 68 per cent; chickens 
and eggs up 35 per cent and dairy pro- 
ducts, up 13 per cent. 


RAYMOND L. REID, manager of 
the Farmers Elevator Co., Hobarton, 
Ia., recently had a narrow escape from 
freezing to death when his car stalled 
in a drift with the weather at 30 below. 
He suffered four frozen fingers and a 
thumb before being rescued. 


FRED STARK has become associ- 
ated with J. C. Mohr in the manage- 
ment of the Granite City Flour & Feed 
Co., St. Cloud, Minn. 


- 
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Follow-Up Letter System Builds 
Sales for Raymond Bros. & Co. 


Realize Extra Profits From Sidelines 


NE of the most progressive pro- 
O grams of feed merchandising to 
be found anywhere in New Eng- 
land is that of Henry T. Ray- 
mond, proprietor of Raymond Bros. & 
Co., Natick, Mass., who has doubled 
his business for two consecutive years. 
Starting from scratch with a new re- 
tail grain establishment on April 1, 
1933, Raymond managed to sell 15 cars 
of feed and fertilizer during his first 
year. Then 1934 found his total of 
carload sales boosted to 32, more than 
doubled. In 1935 he averaged 5 cars 
of feed per month for a total of 60, 
plus 14 cars of fertilizer and hay for 
a grand total of 74. 
Follow-Up Letters Used 

Mr. Raymond has developed a most 
efiective approach via direct mail ad- 
vertising. Every week he sends out 100 
penny post cards announcing “specials’ é 
new carload arrivals, new feeding for- 
mulas, etc., to a selected list of feeders 
interested primarily in the feature of- 
fered. 

This service not only keeps prospects 
and customers posted on the most re- 
cent advantages of trading with Ray- 
mond Bros., but it also serves as a most 
helpful opening wedge for the sales- 
men. The cost is ridiculously low in 
proportion to the tremendous return— 
only $1 per week for postage, plus a 
few cents more for the plain manila 
cards. Thus a total of 5,200 trade- 
pulling messages are sent out during 
a year for only $58, plus a percentage 
cn an investment of $60 in a mimeo- 
graphing machine. No additional ad- 
vertising is used. 

Another vital feature of Raymond’s 
selling setup is the follow-up letter. 
These personal letters, written by Mr. 
Raymond himself, are sent out imme- 
diately after a first call, thanking the 
prospect for the courtesy shown a 
Raymond Brothers representative and 
adding some friendly comment. Every 
letter of this kind is prepared in tripli- 
cate: one copy to the prospect, one to 
the salesman making the call, and one 
to go on file at the main office. 

Pave Way to Prospect ; 

Such letters have proved especially 
productive in breaking ground for the 
new store at Marlboro, opened in Janu- 
ary of this year. They put the pros- 
pect in a pleasant frame of mind by in- 
dicating the good will and stability of 
the firm, and they also make the second 
call just that much easier for the sales- 
man. By checking over these letters 
and subsequent follow-ups, Mr. Ray- 
mond and his staff can tell at a glance 
just what stage has been reached with 
each prospect and how best to ap- 
proach them further. Here again, the 
cost is insignificant in proportion to 
the return. 

The Raymond Bros. service and edu- 
cational program which backs up its 
sales drive is resourceful and unfailing, 
available at all times promptly even 
though it occasionally must be pro- 
vided at a loss. Mr. Raymond handles 


tik 


Raymond Bros. & Co. find it profitable to display their products at local fairs. Here is 


one“of the recent exhibits. 


all matters of this kind personally. His 
genuine eagerness to help solve feed- 
ing problems has become so popular 
that it has created a grand momentum 
of word-of-mouth advertising which has 
brought in many new accounts: most 
of them small, cash-on-the-line feed- 
ers. By dropping in on a large per- 
centage of his customers once a week, 
whether called or not, Mr. Raymond 
succeeds in anticipating many troubles 
at a considerable saving to both the 
feeder and the company. 
Handles Poultry Supplies 

Hand in hand with the service policy, 
really an integral part of it, is Ray- 
mond’s equipment business. It is no 
exaggeration to say that this young 
firm is carrying the most complete 
stock of poultry and stock feeding 
equipment, accessories and parts avail- 
able in any similar New England com- 
munity. In fact, Raymond Bros. & 
Co. has already outstripped many lar- 
ger dealers in this respect. 

Having handled an equipment gross 
of about $1,000 in 1935—all nationally 
advertised lines—Raymond reports that 
January and February sales have shown 
an increase of at least 400 per cent with 
every indication that the demand will 
be sustained to establish a gross of 
close to $4,000 for this department dur- 
ing 1936. Whether it be hoppers, 
brooder stoves, fountains, battery units, 
drinking cups or what have you, the 
word has gone around that “Raymond 
has it”. 

More and more feeders are buying 
their accessories from Raymond instead 
of “sending away for it” because they 
have found out that, in addition to sav- 
ing time, they can get just as zood 
a price plus a practical demonstration 
from Mr. Raymond in the most effi- 
cient use of any article. 


Ccmmercial Feeds Only 
Another significant source of profit 
tor Raymond is the fact that he has 
never handled anything except high 
grade commercial feeds. 
“We have never tried to do any mix- 
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ing here on the premises because we 
were convinced, before going into busi- 
ness, that it wouldn’t pay,” explained 
Raymond. “Bulk grains have to be 
bought in carload lots to be bought 
right, and it is not good economy to 
tie up the amount of space necessary 
to keep them on hand. Instead, we 
started in at the beginning educating 
the few remaining ‘home mixers’ away 
from their old custom. 

“The merchandising values inherent 
in a clean, exhaustively tested com- 
mercial formula feed, conveniently 
bagged, are too well-known to repeat. 
Suffice to say that, where it seems ad- 
visable in stubborn cases, we hire small 
amounts of grain mixed outside ac- 
cording to a feeder’s own formula. At 
the same time we usually succeed in 
persuading the feeder to try our com- 
mercial mix along with his own in ad- 
jacent pens. As a result the demand 
for home-style specials has almost en- 
tirely vanished, with increased profits to 
all concerned.” 

Exhibits at Fair 

Each year since he entered the feed 
business Mr. Raymond has put on a 
fine exhibit at the Natick fair. In these 
exhibits he has always succeeded in 
presenting an attractive eye picture of 
the many services his company is pre- 
pared to offer the feeder. Each show- 
ing has much more than paid for itself 
in new business gained from surround- 
ing villages. 

An extensive farm literature display 
rack in the Raymond company’s office 
has also become a_ business builder. 


Here are displayed government bulle- 


tins and commercial pamphlets outlin- 
ing the latest developments in every 
field of agriculture and ieeding. This 
information service is free and it would 
be difficult to over-estimate its good 
will value. 
Cigars Always Handy 

Still another point of psychological 
significance is Raymond’s policy of al- 
ways having an open box of cigars on 
his desk. Customers are always asked 

(Continued on Page Twenty-eight) 
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GOOD ARITHMETIC 
Gladys: “How did you happen to quit 
teaching school to join the chorus?” 
Cloe: “Because, there is more money 
in showing figures to the big boys.” 
* * 


WHERE WAS HIS WIFE? 
Professor: “What were Webster's last 
words?” 
Student: “Zythum, zyzomys, and Zyz- 


zogston.” 
* * 


SAFETY FIRST 

The suspicious patient was fumbling 
in his pocket. 

“You don't need to pay me in ad- 
vance,” said the dentist. 

“[’m not going to,” was the reply. 
“T'm only counting my money before 
you give me the gas.” 


Succes consists not so much in sitting 
up nights as being awake in the day- 
time. 

MAKING PROGRESS 

Dealer: “How are you getting along 
with arithmetic, Sam?” 

Sam: “Well, Ah done learn to add 
up all the noughts, but de figgers still 
bother me.” 


| 


QUAKER |_| 


THE CALL THAT MEANS 
QUAKER DEALER PROFITS 


ORE dozens of big premium eggs, more 


pounds of poultry meat, bigger and 
better pullets, more pounds of milk and 
richer butter fat, more pounds of pork and 
beef and better all round health and condi- 
tion of the farm animals are potent reasons 
why feeders continue to buy Quaker Feeds 
year after year. 


If you are handling Quaker Feeds you 


enjoy this steady business. If not, you 
should carry the line and participate 
in those profits that come from this 
enthusiastic trade. Quaker Feeds 
deliver the expected results that spell 
profit for the feeder—and the dealer. 


BWA) THE QUAKER OATS COMPANY 
Dept. 15-C, 141 W. Jackson Blvd., Chicago, U.S.A. 
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GOOD WARNING 
Dealer: “The highways all around 
these parts have signs warning petters.” 
Salesman: “What do the signs say?” 
Dealer: “Beware of soft shoulders.” 


MEMORY BEST 

Daughter: “He says he thinks I’m 
the nicest girl in town. Shall I ask 
him to call?” 

Mother: “No, dear, let him keep on 
thinking so.” 

* * 
PEACEFUL FAMILY 

Grace: “It’s been rumored around 
that you and your husband are not get- 
ting along very well together.” 

Joan: “Nonsense, we did have some 
words and I shot him, but that’s as far 
as it went.” 

* 
MAIN ARTERIES 

First Nudist: “I’d like to go to the 
masquerade ball tonight but I don’t 
know what to represent.” 

Second Nudist: “With your varicose 
veins why don’t you go as a road map?” 
* * 

GRATITUDE 
Bill: “Why did you give that check 
girl so much when she gave you your 


coat?” 
Judd: “Well, 


gave me.” 


look at the coat she 


FEATHERS AND ALL 
Teacher: “Name a bird that is now 
extinct.” 
Johnny: “Our canary. 
tincted him this morning.” 
* * * 


PERFECTLY CLEAN 
Customer: “I don’t want to buy your 
crackers. They tell me the mice are 
always running over them.” 3 
Grocer: “That isn’t so; why, the cat 
sleeps in the barrel every night.” 
* * * 


CORNHAY WEAKLY NEWS 

Judd Perkins’ father died Tuesday 
and immediately after the poor soul was 
laid to rest Judd had the old woodshed 
torn down because it always reminded 
him of the wallopings he got there 
when he was a kid. 

Bones Conwater claims the reputa- 
tion for being the thinnest man in the 
world. When he walks down the sireet 
the sun shines right through him and 
he doesn’t even cast a shadow. 

* * 
OUTLAWED 

Dealer: ““Why, Paul, this is terrible. 
You haven’t a single ‘A’ on your re- 
port card.” 

Dealer’s Son: “Didn’t you know, dad, 
that the A’s are declared unconstitu- 


The cat ex- 


tional by the United States supreme 
court?” 
* * 
MAYBE SO 


Hal: “Is Jones a good driver?” 

Jack: “Well, he thinks a locomotive 
whistles at a crossing just to keep up 
its courage.” 


Carefully Sifted for Feed Dealer Consumption 
SSS 
3 
Quaker 
\ 
| 163) 
| 
\ 
| uaker 
Quaker \ NFULOPEPN 
SUGARED \ POULTRY FEEDS \ 
| 
\ 
FEED/N 
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WHO IS TO BLAME Why do you pay five cents per pound 
FOR POOR MERCHANDISING? more for a certain favorite brand of 


coffee than would be necessary to 
get an equal amount of some other brand? 


You may not do this but many people do. They wouldn’t if they believed 
coffee is coffee but advertising has pointed out to them that there is a differ- 
ence — a difference that’s worth paying for. 


Why, then, is all bran just ‘‘bran’’, all gluten feed just ‘‘gluten feed’’, 
all oil meal just ‘‘oil meal’? Can it be that there is no difference in feed pro- 
ducts, no difference in middlings, for example, whether made in a small or 
large mill, of spring or winter wheat, by one milling process or another? 


THE FEED BAG has made no tests but it refuses to believe that all feed 
products of the same classification are of equal value. We believe that there 
is a difference between that bran and this bran but that the difference is not 
appreciated, the extra quality of the one never paid for, because of lack of 
advertising and price basis selling. 


The retail feed dealer is frequently criticised as a poor merchandiser. 
If he is, more so is the jobber and the manufacturer who sell to him. Too many 
feed products are byproducts. The best brains in the manufacturer’s organiza- 
tion are concentrated on merchandising some principal product such as flour, 
oil or cornstarch. The byproducts are put on the auction block, sold to the 
highest bidder at the market (the market being whatever the buying group 


is willing to pay for the given product at time of sale). They are never mer- 
chandised. 


The retail dealer, therefore, buys just bran. It may be from King Midas, 
Washburn-Crosby, Big Jo or Cannon Valley this week, from some southwestern 
mill next week. How can he merchandise everybody’s and anybody’s bran? 
It isn’t in the cards. 


The moral, seemingly, would be to concentrate on merchandising a line 
of branded balanced rations but all feed dealers sell more feed products than 
pd do ,complete feeds. They realize their handicap but what can they do 
about it? 


“‘I always buy the same brand of gluten feed,’’ one retailer told us recently. 
‘“*T’d like to buy a car from Stan or Roy once in a while but I don’t. My farm- 
ers know I always have —-————— gluten feed, they are accustomed to it and 
I’ve built up a nice gluten feed business. Wish I could do the same thing with 
other feeds. Take bran, for example, one farmer likes one brand and another 
likes a different brand but it’s seldom they get what they want. They take 
what I have, of course, but how fine it would be if I could carry only one good 
brand of bran and always be sure of being able to have that same brand in 
stock whenever called for.’ 


We don’t know the answer but we do know that better merchandising, 
including intelligent use of advertising, is needed in the feed trade — among 
the manufacturers as well as the retailers. 


DAVID K. STEENBERGH. 
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TO OFFER A COD LIVER OIL 
OF STANDARDIZED POTENCY 


Reo 


Such an oil National Oil Products Company pro- 


urchaser that your feeds contain vided. Through its exclusive franchise to the Zucker- 
peo XX, properly mixed. 


ee LIVER OIL was first fed to 
poultry as a preventive of rickets 
and other deficiency diseases. It was not until 
much later that the idea of feeding for production rather 
than mere disease prevention emerged. But as soon as 
feed men began mixing cod liver oil in their mashes, the 
question arose, “How much shall we use?” 

Nobody knew. Experiment alone could tell—but 
experiment told a strange tale. No two cod liver oils 
were exactly alike in their ability to prevent rickets. 
Some were effective at 1% of the total ration, some at 
even lower levels. Others had to be fed at 2% —or even 
as high as 5%—to achieve the desired result. 

What was needed was an oil whose potency was 
standardized at a given level, and maintained at that 
level continuously, so that it could be mixed and fed 
with complete confidence. 


Columbia process of vitamin extraction, Nopco was 

able to separate the Vitamins A and D from cod liver 
oil, and then mix this concentrate with other cod liver oil, bringing it up toa 
specified level of potency. This potency was maintained by testing each lot of oil 
on growing animals. This product (no longer manufactured) was known as ““Nopco 
Fortified Cod Liver Oil” and was the first step in the development of a series of pro- 
ducts that finally resulted in ““Nopco XX Vitamin A & D Concentrate” of today. 


To the feed man, standardized potency means safety—the assurance that his 
feeds will always measure up to the high standards he has set for them. Above all, 
it means satisfied customers. So the feed trade welcomed this standardized oil, 
recognizing it as another evidence of Nopco’s growing leadership in the vitamin 
feeding industry. 


And after len years Nopeo stilt teade- 


National Oil Products Co., Inc. - 3866 ESSEX STREET, HARRISON, NEW JERSEY 
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Pancake Dinners 
Make Friends 
For Milling Firm 


UNIQUE project for boosting 
A feed and flour sales has brought 
an additional number of regular 
Cobleskill 
operated 


the 
N.. 


purchasers to 
Milling Co., Cobleskill, 
by W. B. Colyer. 

Mr. Colyer sent out cards to farmers 
and their wives, inviting them to a 
pancake and sausage dinner at the mill 
last January. Two hundred and fifty 
persons responded. 

Although this was gratifying, Mr. 
Colyer felt that weather conditions had 
prevented a large number from accept- 
ing the invitation. Cards were again 
sent out with the result that 400 per- 
sons came. A _ general invitation was 
given to the business men of the town. 
The card read: 

“Dear Mr. Farmer: 


“Owing to the inability of many farm- 
ers to attend our pancake and sausage 
dinner, given at the mill January 15, we 
are giving another dinner of the same 
kind on February 15, from 11:00 a. m. 
to 2 p. m. You and your family are 
cordially invited to attend. 

THE COBLESKILL MILLING CO.” 


This was not an expensive form of 
advertising. Everything which made up 
the dinner was presented or purchased 
at a reduction. One of the large meat 
companies furnished the one hundred 
and fifty pounds of sausage at a price 
far from prohibitive. The coffee came 
from a large and well-known plant in 
a manufacturing town about 20 miles 
away. This company furnishes coffee 
free of charge for public dinners and 
to organizations for the publicity which 
it gives to their product. Maple syrup, 
sugar, butter, cream and milk were sold 
by retailers at a much lower rate than 
the regular price. 

Dishes as Premiums 

No advertising method carried out in 
this broad, fertile valley has equalled 
in scope this most unusual idea. Of 
course Mr. Colyer has minor plans 
which are a help and saving to the buy- 
ers of feed. A set of dishes of artistic 
and pleasing design is presented to 
each purchaser of a ton of feed. Only 
one set is given to any customer. Where 
feed is bought in large quantities a dis- 
count is allowed for cash payment on 
each ton of feed. 


A business method that has additional 
value is the firm’s mixing plant. 

“We impress on our customers,” Mr. 
Colyer says, “the advantage of having 
their feeds mixed by us. We welcome 
suggestions from farmers who _ have 
ideas of how feeds may be improved. 
By doing this we have gained the con- 
fidence of the trade and not only have 
we held our tonnage but have increased 
the same by 25 per cent.” 

Mr. Colyer emphasizes the idea of 
producing milk at the lowest cost per 
pound, and keeping the cows in excel- 
lent condition by using a well balanced 


ration which does not vary from time 
to time. 

If a farmer feels that his herd is not 
producing the amount of milk he natur- 
ally expects, he comes to Mr. Colyer for 
friendly advice. Reaching for a for- 
mula, he shows how the farmer’s home- 
grown grains can be mixed with the 
feeds which the farmer has on hand. 

“Just try this and I believe you will 
get more milk, your cows will be in 
good condition,’ Mr. Colyer says. “Next 
time you come to town, come in and 
let me know how much you have bene- 
fitted.” 

Mr. Colyer went on a strict 30-day 
cash payment plan on January 15. Ac- 
counts owing before that time are be- 
ing paid for in small amounts. 

The feed business was started in 1908 
when William J. Kilts built the mill 
known as the William J. Kilts mill. In 
1912 the Cobleskill Milling Co. pur- 
chased the property. Through the fol- 
lowing years it developed into a flour- 
ishing business, and the building was 
enlarged and improved. Mr. Colyer is 
planning further improvements. 


Farmers remember 
the fine pancake din- 
ners served by the 
Cobleskill Milling Co. 
with appreciation and 
keep the plant shown 
above operating to 
capacity. At the right 
is W. B. Colyer, cn- 
terprising manager. 


Outside of farm feeds, 


Mr. 
handles different seeds as well as manu- 


Colyer 


facturing Kaple Self-Rising Pancake 
flour. He served efficiently as presi- 
dent of the village board of trustees 
from April 1, 1926, to July, 1928. He 
belongs to the Masonic order, and is a 
Knight Templar and a Shriner. 

“The only way to get business is 
to go after it,” he said, as he hurriedly 
left to help the men in filling an order. 


Equalized Taxation Asked 
By Indiana Dealers 


cooperative organizations engaged 

in handling feed, flour, grain and 

other farm products with those of 
private enterprise was asked in a reso- 
lution adopted at the annuai convention 
of the Indiana Grain Dealers association 
which was held in the library of the 
Board of Trade building, Indianapolis, 
January 30 and 31. The Indiana deal- 
ers also went on record as opposed to 
government interference in business and 
petitioned the department of agriculture 
to remove the inspection of soy beans 
from the hay, seed and feed division of 
the Bureau of Agricultural Economics 
and place it under the supervision of 
the grain division. 

G. A. Pritchard, Fortville. was re- 
elected president of the association and 
C. Cc, Barnes, Winchester, was retained 
as vice president. New directors chosen 
were Luther E. Greenwood, Rensselaer; 
Lew Hill, Indianapolis; Don B. Jen- 
kins, Noblesville, and Lawrence Lake. 
Colfax. Fred K. Sale, Indianapolis. 
was reelected secretary. 


President Pritchard, in his annual ad- 
dress, reviewed the activities of the as- 
sociation for the past year and com- 
mended the other officers of the organi- 
zation for their cooperation. His talk 
was followed by Mr. Sale’s report. 

Futile attempts of the government to 


solve the problems of agriculture were 
decried by S. W. Wilder, Cedar Rapids, 


of the taxation of 
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Ia., president of the Grain & Feed 
Dealers National association. 

“For several years past,” he said, 
“our country has been conducting cost- 
iy experiments in agriculture in the 
hope of stumbling onto a solution of 
the perplexing farm problem. In spite 
of all these attempts the situation has 
changed but little and the problem still 
remains an acute one. 

“The undeniable fact is that the prob- 
lem is not political, but economic, and 
it is little wonder that a political ap- 
proach should fail in actual perform- 
ance.” 

The supreme court’s decision outlaw- 
ing the AAA was considered as a god- 
send by Mark Miller, Indianapolis, who 
discussed the case in a brief talk. 

“The court,’ Mr. Miller explained 
“stated in substance that if this bill was 
held constitutional, there would have 
been no limit to the intrusion of the 
federal government into industry and 
local affairs. In other words, the state 
governments would become mere fig- 
ures of speech. I believe that it was 
in the minds of the majority judges. 
that a different decision might spell 
the end of local government.” 

D. F. Mitzner, secretary, Indiana Mo- 
tor Traffic association, Indianapolis. 
who spoke on the federal regulation 
of the trucking industry, declared that 
truckers had been in a rather demoral- 

(Continued on Page Sixteen) 
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FEED DEALERS 


\ 


Radio is proving to be a powerful 
aid in increasing dealer sales of 


PiLoT BRAND OYSTER SHELL 


Here is a list of radio stations, each one of which 
will be talking twice weekly until Spring of 
PILOT BRAND superior quality and economy. 


wcco Minneapolis, Minnesota, Tuesdays and Thursdays at 7:20 A. 
WBZ Boston, Massachusetts, Mondays and Fridays . . at 12:29 P. 
WBZA Springfield, Massachusetts, Mondays and Fridays at 12:29 P. 
KFEQ St. Joseph, Missouri, Tuesdays and Thursdays. . at 12:01 P. 
KFBI Abilene, Kansas, Tuesdays and Thursdays ....at 8:50A. 
KFAB Lincoln, Nebraska, Mondays and Fridays ..... at 11:44 A. 
KOA Denver, Colorado, Mondays and Fridays ..... at 11:30 A. 
KMOX St. Louis, Missouri, Tuesdays and Thursdays ..et 6:30A 
way Schenectady, New York, Tuesdays and Thursdays at 1:00P. 
WHO Des Moines, Iowa, Tuesdays and Thursdays . . . at 11:29 A. 


Tune in on your station and see what radio is doing 
for PILOT BRAND sales for you. 


Keep in mind also that 27 Farm and Poultry Jour- 
nals are reaching poultry feeders about three times 
weekly. 


Your customers and those you hope to have are 
being sold on PILOT BRAND by both the printed and 
spoken word. 


We have always advertised PILOT BRAND but we 
have never put on such a sales drive. 


This and the now very low carload f. 0. b. Morgan 
City, La. price of $5.00 per ton is making an all time 
high sales record for PILOT BRAND dealers everywhere. 


This price is good for 30 days only. We strongly 
suggest your ordering promptly. 


OYSTER SHELL PropuCTS CORPORATION 
New Rochelle, WN. Y. St. Louis, Mo. London, England taut 
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Revitalizing of Eastern Federation 


Planned at Convention 
Albert J. Thompson Elected as New President 


Federation of Feed Merchants as 

an organization of increased use- 

fulness to the feed trade of New 
York, New Jersey and Pennsylvania 
were initiated at the annual meeting of 
the association held at the Onondaga 
hotel, Syracuse, N. Y., February 29. 

A. J. Thompson, Wycombe, Pa., was 
elected president to succeed Fred M. 
McIntyre, Potsdam Feed & Coal Co., 
Potsdam, N. Y., who had previously an- 
nounced that he would not be a can- 
didate for reelection. Other new offi- 
cers, all elected by the board of direc- 
tors, are Bruce- Hall, Bruce L. Hall, 
Inc., Cooperstown, Na. Y., first vice 
president and James H. Gray, James 
H. Gray Milling Co., Springville, N. Y., 
second vice president. 

Dues Reduced to $10.00 

Election of a treasurer to succeed 
Frank T. Benjamin, Canastota, N. Y., 
no lonver in the feed business and of a 
secretary to succeed Charles D. Camp- 
bell, attorney at Potsdam, N. Y., was 
held over until the next meeting of the 
poard of directors. The officers and 
directors, in the meantime, will attempt 
to find feed men who are able and will- 
ing to devote considerable time to the 
work of the organization to fill these 
offices. 

Federation dues were reduced from 
$20.00 to $10.00 per year. 

The by-laws of the federation were 
changed so that hereafter only bona- 
fide retail feed merchants will be elig- 
ible for election as directors. 

New directors elected at the conven- 
tion include Mr. Thompson, Mr. Gray, 
Fred C. Campbell, Odessa, N. Y.; T. 
P. Gaines, T. P. Gaines & Son, Inc., 
Sherburne, N. Y., and Fred C. Wooley, 
Wooley & Iseneker, Boonville, N. Y. 

Stannard “Bats” for Campbell 

Sessions of the convention were held 
both morning and afternoon with a feed 
trade luncheon during the noon inter- 
mission. All social activities customary 
in connection with federation conven- 
tions were dispensed with. President 
McIntyre presided at the meetings, as- 
sisted by W. A. Stannard, former sec- 
retary of the organization, who was 
pinchhitting in the absence of Secretary 
een, ill at a hospital in Philadel- 
phia. 

The morning session was devoted to 
a discussion of what is wrong with the 
association, why it has been losing 
members, the reasons dealers give for 
losing interest and failing to attend 
meetings. The afternoon session was 
devoted to a discussion of ways and 
means to meet the trade criticisms and 
to revitalize the organization as a dom- 
inant factor in the feed trade of the 
East. 

Sam Golden, Silmo Chemical Co.. 
Vineland, N. J., said that he always 
has been a booster for the Eastern Fed- 
eration but that he found it hard to 
arouse enthusiasm for the federation 
among the members of the trade. Their 
criticism, he continued, was that the 


Pits for a rebirth of the Eastern 


federation had no sense of direction, no 
program and drifted aimlessly. Its pro- 
gam emphasized the social activities 
and offered no constructive business 
help. The federation is controlled by a 
“clique” and there is not enough dis- 
tribution of responsibility among mem- 
bers. 


Albert J. Thompson 


Frank Benjamin, Canastota, N. Y., 
said he did not come in contact with 
very many feed dealers but those in 
his territory were indifferent to the or- 
ganization because it did not accom- 
plish anything. 

Everett Flinchbaugh, Cargill Grair 
Co., Buffalo, N. Y., Said he did not 
believe the members of the federation 
realized all the work that President 
MclIrtyre had been doing for them. He 
said he knew that the association had 
saved considerable money through its 
code activities and through reduction of 
retail feed registration fees for every 
member of the feed trade in its terri- 
tory but that it had failed to toot its 
own horn sufficiently and consequently 
received no credit for its achievements. 

Charles B. Weydman, McConnell & 
Weydman, Buffalo, said that the fed- 
eration should issue special bulletins to 
its members at frequent intervals and 
not depend entirely upon the trade 
papers to keep its members and the in- 
dustry informed about its activities. 

Code a “Boomerang” 


Foster West, West Nesbitt Co., One- 
onta, N. Y., said that the officers and 
board of directors should hold more 
frequent meetings and that the directors 
should be elected to represent different 
sections of the federation territory. 

A. J. Carpenter, T. P. Gaines & Son, 
Inc., Sherburne, N. Y., said that 
through his experience in trying to sell 
memberships in the federation a year 
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ago, he had discovered that the dealers 
were interested in the federation from 
three angles (1) legislative, (2) educa- 
tion and (3) social. The federation has 
done a lot of good work in past years, 
he continued, but the records have been 
so poorly kept that there is no definite 
evidence of its work even that in con- 
nection with the reduction of retail feed 
manufacturing ‘registration fees. The 
code was the only real goal the 
federation had but this goal proved a 
boomerang in that the majority of re- 
tail feed dealers are individualists and 


were, therefore, naturally opposed to 
government regulation in their busi- 
nesses. 


Further criticism reported by Mr. 
Carpenter was to the effect that the 
federation missed many opportunities 
for getting favorable publicity in the 
newspapers, that its convention pro- 
grams did not include outstanding 
speakers of a type which would attract 
attendance and that a large number of 
dealers feel that the federation has 
been lax about issuing financial re- 
ports to its members, that it is always 
pleading for more funds and not ac- 
counting in detail for the dues pay- 
ments actually received. 

Financial Report Wanted 

Howard Hand, Oyster Shell Products 
Corp., New Rochelle, N. Y., said that 
the hearing of complaints such as then 
being conducted in the meeting should 
be carried to the members and former 
members not present and their ideas 
requested through the mail. 

Walter H. Bisnett, Watertown, N. Y., 
said he was glad the fellows were get- 
ting up and saying what they think 
and that he believed the federation 
would be helped as the result of present 
criticism. 

Remy Krebs, Collins Center, N. Y., 
said that the association always has 
reported a large membership and that 
many of the members were wondering, 
if all paid their dues, what was being 
done with the money. He said that 
the officers should lay their cards on 
the table and release frequent detailed 
financial statements to the membership. 

Will Conklin, Chester Grange Store, 
Chester, N. Y., said he had been a 
member of the federation and had at- 
tended its conventions for six years and 
always felt that he was getting his 
money’s worth. The main trouble is 
that the members don’t come out to 
the conventions, don’t attend the ses- 
sions and don’t hear about what is be- 
ing done. It’s up to us to let them 
know what they are missing and to 
teach them to make better use of the 
services now offered by the federation. 

New Member Volunteers 

Clarence F. Gaines, Gaines Food Co., 
Sherburne, Y., suggested that a 
questionnaire be sent to the member- 
ship asking in substance what it would 
like the federation to do. 

L. B. Armerding, Continental Grain 

(Continued on Page Nineteen) . 
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N 
ALL NEED 


ARCADY- WONDER 
MOLASSES 


CONCENTRATE 


Prosper thru Added Prosperity 
of Your Customers 


ARCADY-WONDER 


MOLASSES 


CONCENTRATE 


@ will aid you in making better feeds for your 
customers. 


e will give added feeding profits to dairymen, 
hog feeders, steer feeders and sheep feeders. 


e@ will prove a valuable and profitable business 
builder for you. 


e will make your customers more appreciative 
of the real service you can give them. 


ARCADY-WONDER 


MOLASSES 


eCONCENTRATE e 
— contains no filler. 
—high in protein (30%). 
—very palatable (33144% cane molasses). 
—will not cake or harden. 
— dried and ready for instant use. 


Write us for sample and literature 
and name of nearest distributor. 


ARCADY FARMS MILLING CO. 


223 W. JACKSON BLVD., CHICAGO, ILL. 
MILLS AT CHICAGO AND KANSAS CITY 
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Indiana Dealers Want 
Equal Taxation 


(Continued from Page Thirteen) 


ized condition for some time, operating 
without any set tariff. He explained 
that under the new ruling truck own- 
ers must get cost, plus a reasonable 
profit for the service they render and 
that they can set up their tariffs as 
they see fit but rates must be adhered 
to in all cases. 

Other speakers on the convention 
program were Charles S. Clark, Grain 
& Feed Journals, Chicago; Emory 
Cecke, Atlanta, Ga.; Harold Gray, 
Crawfordsville, Ind., chairman of the 
transportation committee; E. J. Green, 
Indianapolis; Edward C. Parker, United 
States department of agriculture, Wash- 
ington, D. C., and F. E. Robbins, La- 
fayette, Ind., associate professor of 
crop production, Purdue university. 

The annual banquet held on the first 
evening of the convention, attracted a 
large attendance. Anton Carlson, alias 
Axel Anderson, gave a humorous mon- 
clogue in Scandinavian dialect and a 
bevy of dancing girls performed for 
the guests.’ 


VINELAND GRAIN CO., Vineland, 
N. J., has been incorporated with a 
capital stock of $25,000. 


MORRIS BROS. Feed Co., Oneonta, 
N: Y., has been purchased by West- 
Nesbitt, Inc. New machinery will be 
installed. 


SEEDSMEN MEET 

*F. E. Parker, Fennimore Farmers 
Warehouse Co., Fennimore, Wis., was 
elected president of the Wisconsin Seed 
Dealers association at the annual con- 
vention held at Madison recently. W. 
N. Knauf, Knauf & Tesch Co., Chilton, 
Wis., was chosen vice president, and J. 
W. Jung, J. W. Jung Seed Co., Ran- 
dolph, Wis, secretary-treasurer. Prin- 
cipal subjects discussed included “Wis- 
consin Weed Problems”, by Prof. A. 
L. Stone, Wisconsin department of ag- 
ronomy; “Seed Corn Situation in Wis- 
consin”, by Henry Lunz, chief seed in- 
spector, and “Merchandising Seed for 
Profit’, by F. W. Kellogg, Kellogg 
Seed Co., Miwaukee. 


JAMES H. SHINE, 61, for many 
years associated with the old Thomp- 
son Milling Co., Lockport, N. Y., and 
later with various Buffalo mills, passed 
away at his home in Lockport, Febru- 
ary 17. 


OHIO 

Tri-State Cooperative association. 
Hillsdale, is building a new feed mill 
to replace the one recently destroyed 
by fire. 

Marion Wardell has purchased the 
Conrad Haas mill. Dover, which has 
been idle for several years and will 
place it in operation. 

Morral Lumber & Elevator Co., 
Morral, has changed its name to the 
Morral Supply Co. There is no change 
in ownership. 

Francis Kuhn, a partner the 
Conkle Milling Co., Rockbridge, was 
crushed to death recently when he be. 
came entangled in a drive at the plant. 

James L. Kraft, Fostoria, has pur- 
chased the People’s elevator, Columbus 
Grove, from James N. Barnett. 
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Trade Association 
Should Be Built 
On Unselfish Service 
To Its Industry © 


By Floyd Oles 


HE code era brought a new and 
dangerously deceptive impression 
of the proper function of indus- 
try organization. A trade asso- 
ciation should and must base its day 
to day operation on the solid ground 
of common interests of its members, 
and not merely on the regulation of 
competition. Proof lies in the code ex- 
perience. Associations which depended 
wholly on their codes, and became 
mere code administrative agencies, have 
foliowed the codes to oblivion. To re- 
build, they must start again at the 
hottom, capitalizing common problems 
and interests and avoiding the capitaliz- 
ing of competitive or regulatory fea- 
tures. An association whose appeal is 
primarily to the selfish desire to re- 
strain competition is like a pyramid 
resting on its apex—laws may hold it 
up for a time but if the props crack 
the structure falls. 
Questions Price Regulation 
I seriously question the value of price 
regulatory devices. It is the province 
of law, not of trade associations, to 
restrain illegul practices. It is very 
definitely the trade association’s task to 
influence legal enactments along intelli- 
gent lines, to try to head off unfair and 
illogical legislative plans, and to co- 
operate with regulatory bodies in the in- 
terpretation and application of regula- 
tory legislation. I sincerely believe, 


however, and my belief is based 
on solid experience, that the en- 
try of the trade association into 


the law (or code) enforcement field is 
the beginning of the end of its useful- 
ness. Men have never yet, and most 
specially in America, learned love and 
loyalty to the hand that cracks the 
whip and it’s just as well that this is 
true. 

To speak of altruism as a practical 
part of everyday business may sound 
a little silly, even adolescent. I don’t 
believe it is. An association devoted 
wholly to grasping advantages for its 
members is not an association built to 
endure. This is not to decry the seek- 
ing of legitimate advantage; that is a 
proper function and a daily duty. Any 
well operated trade association finds 
numberless occasions to seek its mem- 
bers’ advantage and does so as ably 
as possible. But to endure, to gain its 
members’ pride and loyalty as well as 
their dues, it has a higher function. 
That higher function is to serve as the 
industry’s instrument for the improve- 
ment of the community, the state, the 
nation, and the people whose service 
and betterment must ultimately justify 
the industry’s very existence. And such 
an altruistic view must in the long run 
prove the finest kind of service to the 
industry itself. 


Here's where I lay myself open to 
criticism by reaching for an example. 
I’ll do better—I’ll give a couple of ex- 
amples, both from the record of the Pa- 
cific Northwest Feed association. 

Defending the Farmer 

Back in 1928 the association’s now- 
retiring president, John Gould, then a 
member only of its board of governors, 
started a move within the association 
to support an improved states tax sys- 
tem. He favored a limitation of their 
property tax (farmers, who are our cus- 
tomers, are always property-tax pay- 
ers), and combined with it a substitute 
source of revenue from a sales tax. 
Gould gained adherents, other groups 
joined, and in time (we claim no more 
than a proportionate share of the 
credit), a new state tax set-up was cre- 
ated, along the indicated lines. But the 
association was still not satisfied. It 
went further into battle for farmers, 
asking an exemption from what it re- 
garded as duplicated taxation. 

This association officers argued that 
a farmer is a manufacturer. His raw 
materials are feeds, seeds, fertilizer; his 
products milk, eggs, vegetables, hay, 
livestock. As a mariufacturer, his raw 
materials should be sold to him at 
wholesale, exempt from retail taxation. 

The battle was long and acrid, but 
successful. Written into state law in 
Washington, Oregon and Idaho is the 
definite principle that a farmer is a 
manufacturer and his supplies for pro- 
ducing commercial crops are exempt 
from retail taxation. Various other 
states are adopting similar provisions 
or amendments to sales tax laws, and 
the association office carries on a lively 
correspondence with those seeking to 
learn more of the method of securing 
the same result. 


Performing Public Service 

Example two is an achievement of 
the Pacific Northwest association joint- 
ly with its “younger brother” organiza- 
tion, the Vegetable Marketing Agree- 
ment for Western Washington. A lum- 
ber strike paralyzed wood container 
plants, and efforts to mediate, so as to 
secure urgently needed boxes for ship- 
ping vegetables, fruits, eggs, all manner 
of farm products, proved unavailing. 
The situation was desperate when the 
combined associations stepped into the 
breach, leased the largest Washington 
box factory, employed about 460 people 
on a 24-hour operation under a truce 
agreement with the union, and saved 
the situation. Needed containers were 
rationed to waiting farmers, neediest 
first, at the current market prices, 
though the union arrangement had 
upped wages materially. No profits ac- 
crued to anyone in connection with the 
undertaking, save in the form of good- 


THE FEED BAG—MARCH, 1936 


i 
Floyd Oles 


Mr. Oles, author of the article published 
herewith, is well qualified to comment on 
organization problems. He is secretary of 
the successful Pacific Northwest Feed asso- 
ciation and executive vice president of the 
National Federation of Feed Associations 
and is fully conversant with the trade. 


will for having effectually solved an 
emergency faced by some thousands of 
farmers. 

The examples are dissimilar, in that 
one involved a deliberate policy and 
plan, the other an unexpected oppor- 
tunity for service. Both illustrate a 
readiness to devote industry endeavor 
to an aim only indirectly advantageous 
to the industry itself, yet broadly valu- 
able to the community which the in- 
dustry serves. 

Advice on Legislation 

Lest I be accused of too much boast- 
ing, I must turn a little more imper- 
sonally to certain other essentials in 
trade association work. Industry must 
be more vocal and more effective in 
legislation and in politics. By this I 
do not mean for the gaining of undue 
advantage, nor for the seeking of power 
and profits. I mean that trade asso- 
ciations, regional and national, must as- 
sume their just obligations in properly 
and fully advising legislators, state and 
national, of the technical effects and 
practical consequences attendant upon 
proposed legislation. 

I see a need and a large function for 
the National Federation of Feed Asso- 
ciations in matters of national legisla- 
tion affecting the feed industry. I see 
only an evidence of inexcusably weak 
industry organization in that state, re- 
cently called to my notice, where feed 
tonnage taxes were increased last year 
in face of the fact that regulatory finan- 
cial needs were already far less than 
current tax receipts. Feed men who 
fail to support and perfect a strong 
and respected trade association can 
blame only their own lethargy for a 
condition produced by failure to build 
an instrument of permanent and vital 
value. Legislators get such advice as 
they can, and usually act quite honestly 
on that advice. If the advice as to any 
particular industry is bad advice, it is 
the fault, not of the legislature, but of 
the industry. 

Strong men should be elected to trade 
association offices. They should take of- 
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fice meaning to make a job of it. They developments. -Local meetings go still 
should take trade association responsi- farther, strengthening the bond of fel- 
bilities seriously, giving them time and lewship, ironing out misunderstandings, 
thought and effort or let someone else avoiding needless friction, exchanging 
do it who will. Trade association offi- valuable ideas on methods, markets, and 
cers are no longer empty honors, “goat a host of other current values. 
feathers,” to be exploited for personal I hate to mention money, the root 
publicity. The same goes for com- of evil, but it is also the life-blood of 
mittees. I have probably been unusual- effort. I think many trade associations, 
ly fortunate, but I am glad to say that certainly most of those in the feed in- 
in both the Pacific Northwest Feed as- dustry, are grossly under-financed. Dues 
sociation and in the National Federa- are ridiculously low, and out of all 
tion of Feed Associations. I have had proportion, not only to benefits, but to 
the pleasure of working with men who results normally demanded. They are 
took their organization duties seriously certainly out of proportion to sums nor- 
and performed mightily. mally spent for less productive uses. 
Adequate intra-association publicity A man may be very well pleased at 
is highly necessary to an effective trade a 10 per cent return on his business 
association. Frequent bulletins tell re- investment. Rare indeed is the trade 
sults or progress of association efforts, association which fails to return at the 
and convey advice on up-to-the-minute very least a demonstrable 100 per cent, 


TWO PROFITS 


Save Freight on SEEDS and FEEDS 
by Ordering in Mixed Cars 


In addition to your regular profit on seeds, 
make an extra profit this season by using 
your seed orders to fill out a mixed car ship- 
ment. Combine your seed and feed require- 
ments for car-lot prices and lower freight 
rates. Buy from Northrup, King & Co. 


NORTHLAND Brand 
Is the Big Seller in Seeds 


Northland is the biggest selling, most 
popular brand of seeds in the whole 
Middle West. The reason: only high 
quality, high germinating, plump, 
live seed can carry the name North- 


NORTHRUP, KING & CO. 
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cr which could hold its members a 
single season if it failed to do so. In- 
dustry regularly has come to demand 
more of its trade association due’s dol- 
lar than of any other dollar it spends 
-—rightly, in a way, because it has regu- 
larly received more. Yet we in associa- 
tion work are at times appalled at the 
number of hundreds of per cents we 
are called upon to produce. Perhaps, 
and I subscribe to this view, we should 
rather take pride in the rather obvious 
fact that more is expected of us than 
of any other aim to which business 
funds are devoted. 

But don’t let your trade association 
so languish financially as to be unable 
to perform its functions at the highest 
efficiency. See that it has the physical 
and human resources to do a good job. 
Save a few dollars, if you must, on ad- 
vertising in the “good-will” papers, or 
resist two or three of the latest crop of 
calendar salesmen, and devote a little 
more to your trade association. Adver- 
tising is good, and some calendars are 
lovely though daring, but neither ever 
averted an unjust tax, corrected a trade 
practice, nor removed an obsolete regu- 
lation from a state feed statute. 

One more comment, and that’s on 
membership. I’m all over and past the 
idea that, to succeed, a trade associa- 
tion must blanket the industry. You 
don’t need all the industry members in 
your association. On the contrary you're 
better off without some of them. Every 
industry has one or more of the old 
familiar types. We get to know them, 
even smell them at a mile’s distance. 
The sorehead didn’t like some particu- 
lar association act, back in 1927—he’s 
permanently out. The chiseler is afraid 
membership might bind him, at least 
morally, to improve his trade practices. 

The suspector knows that all others 
than himself are persistent thieves, and 
the association really a dark conspiracy 
directed against him personally, its local 
meetings wholly devoted to reviling him 
and plotting his downfall. 

The rugged individualist “ran his 
own business, by heck, before there was 
any association, an’ he'll die that way”. 
So he will, so leave him alone. The 
shady character beats his customers if 
he can, his competitors if possible, 
thinks trickery is the essence of trade, 
and evades any contact he possibly can 
if the market turns sour. You don't 
want him. The Loss Leader uses your 
industry’s product as bait for suckers. 
Go way out around him. The Ram- 
pant Radical talks some “ism” all the 
time, tells his customers (and yours) 
that he’s the true custcmer’s friend, 
operates on halt his competitor’s mar- 
gin, gives rebates of half the profit, or 
otherwise shows up the “dirty middle- 
man”. Jay off this kind. 

No, you don’t want them all. You 
want the substantial firms, the men who 
pay their bills, take an honest and le- 
gitimate profit with which to raise their 
families and support their communities, 
and who are big enough to extend the 
hand of fellowship to a competitor. 
With men like this, trade association 
membership is a badge of distinction. 
Its emblem on their walls is a symbol 
of dependability, of regard for the best 
interests of their customers, and assur- 
ance that here is a man willing, yes, 
and proud, to bear his share of the re- 
sponsibility of an industry to itself, its 
customers and the community of which 
it is a part. 
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Launch Plans to Revitalize 
Eastern Federation 


(Continued from Page Fifteen) 

Co., New York City, said that he had 
been attending federation conventions 
for several years and considered the 
federation an important factor in help- 
ing the feed trade throughout its ter- 
ritory. We have never been members. 
he continued, but you can put us down 
for a membership right now if you 
want to. 

Wm. A. Mather, Adams, N. Y., said 
that he had little additional criticism 
to make but that with respect to im- 
proving the services of the association. 
he thought one of the biggest necessities 
was the issuance of more frequent bul- 
letins, including news of all federation 
activities and general information on the 
feed and farming business. We need a 
good secretary who is a feed man and 
understands our business and we must 
be willing to pay the cost of operating 
an association if we want to have a 
good association. 

Max Cohn, Sunset Feed & Grain Co., 
Buffalo, said that it was only fair to 
remember that some of the decrease in 
membership was as much due to the 
depression as to any other causes. He 
said that all organizations, including 
churches, had been losing members and 
that one of the reasons for this was 
that people were losing faith and 
wanted to be left alone. He also com- 
mented on the fact that President Mc- 
Intyre had been hiding his light under 
a bushel basket and that the trade did 
not understand or appreciate the work 
Mac has been doing for them. 

Henry Wilber, Wilber Feed Co., 
Jamestown, N. Y., said he thought the 
membership of the association should 
be divided into two classes, active and 
associate, that all wholesalers Should be 
associate rather than regular members 
and that some sessions of the conven- 
ticns Should be open only to retailers. 

Wants Cod Liver Oil Tests 

Fred Campbell, Odessa, N. Y., said 
that the first job of the federation was 
to sell itself to the dealers who were 
or should be its members. All the of- 
ficers, he continued, including the sec- 
retary, should be feed dealers and not 
lawyers or insurance salesmen. The of- 
ficers should be nominated from the 
floor of the convention and not in ad- 
vance. Entertainment features of the 
convention should be soft-pedaled and 
more attention given to making the 
program beneficial to the small and 
average-size retailer. The annual meet- 
ing should be held earlier than February, 
perhaps late in December or during the 
first part of January. The federation 
should initiate rather than tag along 
in movements for the good of the feed 
trade and one of the things it could do 
along these lines would be to advocate 
that the states of New York, New Jer- 
Sey and Pennsylvania test and report 
on the vitamin efficiency of the cod 
liver oil sold in these states. Other 
states test cod liver oil as well as 
feed, he said, and as a result all the 
poorest cod liver oil that comes into 
the country is being dumped in the 
states which do not test. 

_ A detailed financial statement show- 
ing a small treasury balance was read 


by Mr. Benjamin, after which the con- 
vention adopted a resolution of tribute 
to him. Mr. Benjamin has been the 
only treasurer in the history of the 
federation and was not a candidate for 
reelection as he had recently sold his 
business. He is 75 years cold and started 
in the feed business at Canastota, N. Y., 
in 1884, 

Another resolution expressed the ap- 
preciation of the federation to the re- 
tiring officers and particularly to Fred 
M. McIntyre, who had served as presi- 
dent for several terms, during which 
time he had unselfishly given much of 
his time and spent considerable of his 
own money in the interests of the fed- 
eration and the entire feed industry. 

A final resolution, wired to Secretary 
Campbell at the Jefferson hospital in 
Philadelphia, extended to Mr. Camp- 
bell best wishes for a speedy recovery 
from his illness. 

In a closing impromptu address Fred 
McIntyre thanked the entire member- 
ship and the other officers for the co- 
operation and support given him during 
his terms in office. He said he wanted 
nothing more than to see the federation 
continue and prosper and promised that 
he would always be available to lend 
his shoulder to the wheel whenever 
called upon. 


Eastern Manufacturers. 


Meet at Buffalo 


George E. Todd, vice president of 
the Maritime Milling Co., Buffalo, was 
elected president of the Northeastern 
Association of Feed Manufacturers at 
a meeting held at the Hotel Buffalo, 
Buffalo, N. Y., February 27. 

Ralph Field, Chicago, executive vice 
president of the American Feed Manu- 
facturers association, was one of the 
principal speakers. He explained the 
movement under way to have the 
present emergency freight rates on 
mixed feeds cancelled. 

A resolution was passed at the meet- 
ing setting up a permanent committee 


Calling all Salesmen 


LL salesmen calling on the 

feed trade in the states of 

New York, New Jersey 
and Pennsylvania are invited to 
attend a meeting at the Hotel 
Martin, Utica, N. Y., Tuesday 
evening, March 24. The purpose 
of the meeting will be to con- 
sider plans for organization of a 
salesmen’s club. The meeting 
will be open only to salesmen 
and will begin with a Dutch 
treat dinner. Arrangements for 
the meeting are in charge of a 
group of salesmen who were in 
attendance at the annual meet- 
ing of the Eastern Federation of 
Feed Merchants recently held at 
Syracuse. According to propos- 
als, however, the salesmen’s 
club will have no direct affilia- 
tion with the Eastern Federa- 
tion. 


of five to be composed of various traffic 
managers from member plants. Their 
duty will be to report on various traffic 
matters and make recommendations to 
the board of directors. 

Principles of fair trade practice as 
adopted by the American Feed Manu- 
facturers association were approved and 
subscribed to by the members of the 
Northeastern group. 

Other officers of the organization 
elected were J. A. Trinley, Jacob Trin- 
ley & Son, Linfield, Pa., first vice presi- 
dent; Earl S. Ackerman, Barker & Ben- 
nett Co., Albany, N. Y., second vice 
president, and W. E. Ashe, Pratt Food 
Co., Buffalo, N. Y., secretary and treas- 
urer. 


E. F. MORRIS, Farm Service Stores, 
Inc., Minneapolis, celebrated his 23rd 
wedding anniversary on February 15. 
The night was extremely cold and as 
the climax to a wonderful party at the 
Morris home, Gene had to get his car 
out of the garage and push the cars 
of all his guests in order to get them 
started. 


Little Audrey Laughed and Laughed 


tion of the Eastern Federation of 

Feed Merchants held in Syracuse 

on leap year day but Little Audrey. 
of radio and bed time story fame, was 
a guest at the Hotel Onondaga and 
some of the boys delighted in telling 
and retelling the following Little Aud- 
rey stories: 


|: was all business at the conven- 


* * 


Little Audrey and her mother were 
visiting with one of the convention del- 
egates when Fred McIntyre, Potsdam 
Feed & Coal Co., Potsdam, N. Y., 
crossed the lobby near them. “Who's 
that man?” asked Little Audrey. 

“That’s Fred McIntyre,” was the re- 
ply. “He’s going to give up the presi- 
dency this year.” 

But Little Audrey laughed and 
laughed and laughed because she knew 
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all the time that Mac was Scotch. 
* * 


“T have been looking all over the 
hotel for Max Cokn, (Sunset Feed & 
Grain Co., Buffalo)”, said one conven- 
tion delegate to another. 

Little Audrey, who was standing near 
by, pricked up her ears and then 
laughed and laughed and laughed be- 
cause she knew all the time it would 
be an empty cone (with no ice cream). 

* * * 

“That’s Wilbur Stannard,” said Little 
Audrey’s mother who had previously 
met the distinguished ex-secretary from 
Albany, N. Y. 

She hardly got the words out of her 
mouth when Little Audrey laughed and 
laughed and laughed because she knew 
all the time that Wilbur’s last name was 
Chocolate. 
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Mystery of Sad Hens Solved 
By Dealer Sleuth 


OU can’t always blame the feed 
if a farmer’s hens refuse to look 
contented and lag in their egg 
production. 

At least that is what “Hank” Perry, 
manager of the Knauf & Tesch Co. 
elevator at Maplewood, Wis., discov- 
ered. His experience is published in 
the K-T News, interesting house organ 
published regularly by the company, 
whose headquarters are at Chilton. The 
story entitled, “The Power of a Little 
Red Banty Rooster”, follows: 

Several weeks ago Jules Jamperure, 
a very good friend of ours, came into 


our place of business with a load of 
grain. While Jule was waiting for his 
checks, I asked him how his hens were 
laying, and he said, “Not very good; 
they look good but they don’t lay.” 

It being my business to help our 
farmer friends out of such difficulties, 
[ suggested a treatment for Jule’s 
flock. 

He said, “Sure, anything you sug- 
gest I’ll do.” So Jule took along the 
prescribed treatment, and also a pro- 
mise from me that I’d call at his place 
in the near future to see, first hand, 
how his flock was progressing. 


ad 


FEED SALES! 


Our 1936 advertising campaign 
is under way in farm and stock- 
man journals to stimulate in- 
terest in Cottonseed Meal and 
feeds containing Cottonseed 
meal. This advertising features 
our new "1936 Feeding 
Practices’ manual on 
feeding for profit, and 
other literature that will 
show thousands of farm- 
ers and feeders how to 
make greater profits from 
using COTTON- 


source of protein. 


...Be SURE 


that the feeds you sell contain 


COTTONSEED MEAL as a source 


: COTTONSEED MEAL as a source of pro- 
of p rote . tein in the ration assures greater in 
quicker time at less cost for beef cattle, sheep and hogs; and a maximum 
milk yield. from dairy cattle. That’s the experience of thousands of feeders, 
farmers and dairymen. Cottonseed Meal has “made good” for generations! 
So it is only natural that farmers and feeders are using Cottonseed Meal 


with confidence. 


Our fieldmen and our literature have taught thousands how to feed for a 
profit. Leading colleges and universities, as well as leading feeders, have 
proved the effectiveness and economy of Cottonseed Meal. You can capi- 
talize on this confidence in Cottonseed Meal . . . feeds that contain Cotton- 


seed Meal on the analysis tags are feeds that sel/ and re 


t on sheer merit. 


. Mr. Dealer .. Mr. Manufacturer .. COTTONSEED MEAL on the analysis 


tag means turnover — and profit’ 


NATIONAL COTTONSEED PRODUCTS ASSOCIATION 


1411 Santa Fe Building, Dallas, Texas 
(Educational Service) 
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Sterick Building, Memphis, Tenn. 
(Executive Offices) 
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SEED MEAL as a 


It so happened, however, that Jule 
came in again before I called at his 
place, and he told me I was a h—1 of 
a fellow, that I didn’t come out and 
see his chickens as I promised. Well, 
the fact that I didn’t go left me at a 
disadvantage, so to change the subject. 
I asked, ‘‘How are your hens laying?” 

“Not very good. That medicine you 
gave my chicks didn’t do any good. 
My 100 pullets are laying only 65 eggs 
a day and the old hens don’t lay at all.” 

Well, seeing that Jule surely needed 
help, especially with his old hens, I 
decided to call the following day. 

On my arrival at Jule’s home I spied 
him coming down a lane toward his 
hen house with a cigar in his mouth 
and his face beaming with a very big 
smile of welcome. I greeted Jule with 
a substantial handshake and then we 
proceeded to the coop. 

You can imagine my amazement 
when I stepped in that coop and saw 
the flock. You recall, Jule told me my 
medicine was no good. Well, I’ll tell 
you people, Tule has one of the finest 
looking flocks in Door county, and, of 
course, I am going to give my medicine 
a little credit. 

After I had gotten over my first 
shock, I said to Jule, “Where are your 
old hens that you were talking about?” 

Jule looked very surprised and said, 
“IT thought you were a chicken-man; 
don’t you know old chickens from 
young ones?” 

“Yes,” I said, “I do know old hens 
from young ones, but the only differ- 
ence I can see in your hens is that 
some of them seem to have a sad look 
on their face.” 

You should have seen the expression 
on Jule’s face when I told him that. 

“By golly, Hank,” Jule said, “do you 
see that too? What do you suppose 
is the matter with them?” 

Well, when one looks sad there must 
be a reason, and I began to ask ques- 
tions. I said, “You call those hens 
old? How old are they?” 

“Going on two years.” 

“Did you ever have any roosters with 
these old hens?” 

“Yes,” Jule said. “I had a little 
fellow last year and he is over in the 
stable.” 

That put a new light on the subject 
and, feeling kind of put out myself on 
account of the sad look on the hen’s 
faces, I told Jule I wanted to see him. 

Well, we went over to the stable and 
I could hardly believe my eyes when 
I saw that little fellow. The nicest 
little red Banty rooster you ever saw. 

Right away I said, “Jule, I know 
what is the matter with those hens. 
They are lonesome for that little 
rooster. Put him where they can see 
him.” 

So Jule had to build a cage for this 
little rooster, for he could not trust 
putting him in the coop with all those 
sad hens. I decided to leave after Jule 
promised to do as I told him. 


The other day Jule came to our of- 
fice, and, of course, my first thought 
was of the little rooster, and here is 
what Jule said: 

“Hank, ii anybody’s hens don’t lay I 
am d—m sure you can find out what 
is the matter. Do you know when I 
put that little banty rooster where the 
hens could see him and hear him crow, . 
they didn’t look sad any more and in-. 
side of a week they were all laying?” 
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Monkey BusinessP Yes, But It Gets 
Results for William Kay 


Pet Department Attracts Many Customers 


by William Kay, Jr., proprietor 

of Feed Service, Inc., Poughkeep- 

sie, N. Y., “monkey business”, but 
nevertheless it helps him develop a 
large number of additional sales. 

The sidewalk in front of his progres- 
sive store is invariably lined with cur- 
ious spectators. They are attracted by 
several monkeys which Mr. Kay keeps 
in a cage in his display windows. In 
adjoining enclosures dogs, puppies, par- 
rots and guinea pigs, perform to the 
entertainment of the passer-by in their 
respective fashions. 

Monkeys Spread Fame 

“The monkeys are just a novel way 
of catching attention,” Mr. Kay ex- 
plains. “But our dog food business is 
tremendous. We sell carloads of it, and 
when people come in to ask questions 
about their dogs, we learn that they also 
raise chickens. Some of them are big 
farmers. Before they leave we have 
sold them feed. The monkeys were 
started as a stunt for just a month or 
so, but now they are permanent. Our 
salesmen find that every farmer for 
miles around Poughkeepsie knows who 
they represent when they mention that 
display window.” 

Feed Service, Inc., operates four 
stores in cities up and down the Hud- 
son. The business started years ago 
Gown in Yonkers just outside of New 
York City. Up until August, 1932, 
that was the only store. Mr. Kay’s 
father resigned and young Kay stepped 
in, in the midst of the depression. The 
store he took over in Poughkeepsie was 
doing little business. But he took a 
chance. The opportunity came to buy 
the big warehouse right on the river, 
where barges could pull up. By taking 
a big contract to store thousands of 
bags of flour yearly for another con- 
cern, Mr. Kay was able to swing the 
warehouse deal. 

“I think the fact that we buy our feed 
in bargeload lots,” he explained, “means 
more to our customers than any other 
single item. We advertise that fact. We 
have the exclusive distribution on sev- 
eral lines of quality feeds. We give 
the customer service from the moment 
the bag is unloaded at our huge ware- 
house on the Hudson river until the last 
drop of it is scooped out of his bin. 
But that never happens. They always 
reorder. 

Handles Baby Chicks 

“We -handle baby chicks. We are 
getting ready for our spring display 
now. We'll sell thousands of them. 
We'll show our customers how to raise 
them, how to feed them. We'll sell 
them the feed and all the equipment 
that goes with it. Our salesmen will 
service the poultry iater for them. 

“We keep our delivery trucks spot- 
less. The painting is retouched when 
it gets scratched. We want to show 
our customers that there isn’t anything 
slipshod about our business. Recently 
we loaded one of those trucks with a 
display and sent it on a tour of the sur- 


Y might call the idea employed 


rounding country. It carried the latest 
in all kinds of feed and equipment. It 
got results.” 

Salesmen Are Specialists 


Mr. Kay pointed to a salesman's car 
just pulling away from the curb out- 
side his show windows. 

“We employ feed experts,” he said. 
“Our salesmen are specialists in their 
line. That man there covers the terri- 
tory around here for a radius of 30 
miles. He knows every farmer, stops 
to see those people the same day and 
time every week. Service, you see. We 
have an iodine worming treatment as 
part of our free service and also capon- 
ize and cull poultry. You’d be sur- 
prised at the number of calls we get 
for this. 

“Often the salesman is called out to 
a new farmer’s place. When he’s fin- 


ished the man offers to pay him. Nat- 
urally we won't accept. But that’s 
when our salesman talks feeds. He 


even invites the man in Lo see our per- 
manent displays here in the salesroom. 
We always carry a full line of poultry 
supplies.” 

Mr. Kay led the way into an adjoin- 
ing showroom. There was a full line of 
electric ranges and radios. This is a 
separate business from Feed Service, 
Inc., but has helped greatly in obtain- 


ing new customers. In the front of a 
wide show window was a full-sized 
brooder. 
Operates Model Farm 

Recently Mr. Kay bought a farm out- 
side of Poughkeepsie and 1s building 
it into a model production plant. Poul- 
try, hogs, cows, horses are raised under 
scientific systems of feeding and care. 
Farmers. come to see this up-to-the- 
minute farm. Mr. Kay or his assist- 
ants, if he is not there, talk to them 
and help them with their problems. 
Again, service of Feed Service, Inc., is 
stressed. The farmers can’t overlook 
it. Eventually they become active, sat- 
isfied customers of this big concern. 


Eggs raised in Mr. Kay’s mode! 
poultry plant are for sale in the dis- 
play rooms in Poughkeepsie. Custom- 
ers comment on their quality. They 
ask, how was it done? And then the 
salesman or the store manager steps 
up and helps another new potential 
customer with his individual problem. 

They leave the store confident that 
they really have been helped. And next 
week the salesman will call at their 
farm to help them with further prob- 
lems. Another customer is added to 
the list, another nice feed order is 
placed on the books and Feed Service, 
Inc., continues to grow! 


his Month In Your Feed Store 


e Live Tips To Help You Get More Business 


Bit by Bit 


In Pennsylvania an enterprising feed 
merchant has adopted installment sell- 
ing in the feed business with success. 
When his customers come into the 
store to buy their regular supply of egg 
mash he suggests that they take along 
a bag of chick starter. Bit by bit, the 
supply is built up and the feeder finds 
that he has a good supply on hand 
when the chicks arrive. The small pur- 
chase price of each sack eliminates get- 
ting involved in big expense all at one 
time. Many tons of chick starter have 
been moved by the dealer as the result 
of this plan. 


Buying Habits 


The power of suggestion in the hands 
of the men behind the counter is re- 
vealed in statistics gathered in a recent 
survey conducted by Liberty magazine’s 
research department. It was found that 
on grocery purchases 37.9 per cent of 
the customers did not specify any par- 
ticular brand and 3.4 per cent were 
switched when they did specify. In de- 
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partment stores 38.8 per cent didn’t 
specify and 13.2 per cent were switched; 
in drug stores, 22.2 per cent didn’t 
specify and 5.2 per cent were switched. 
Check the situation in your feed store 
and compare the results with those 
above. 


Brain Teasers 


The regular price sheets sent out by 
a Wisconsin dealer have proved to be 
the talk of the farming community. At 
the bottom of each mimeographed card 
he prints a “brain teaser” which keeps 
his customers sitting up nights trying 
to solve it and constantly reminds them 
of his store. Here are a few examples 
of “teasers” taken from recent sheets: 
“If a brick weighs 3 Ibs. and a half 
brick, what does a brick and a half 
weigh?” “How long can you continue 
to place seven horses in seven different 
stalls—in a different arrangement each 
day?” “A man has six coins in his 
pocket totaling $1.15 in change. He 
could not make change for a dollar, 50 
cents, 25 cents, 10 cents or 5 cents. 
What were the six coins?” 
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Step out in 


front of your 
competition 


The California Pellet Mill has created a new industry! Pellet 
making increases daily. Scores of feedmills are operating day 
and night to keep up. Raisers of cattle, sheep, rabbits and poul- 
try have learned that scientific balanced rations are best for 
their needs — government agencies and agricultural colleges 
have given them this important knowledge. Balanced ration feeds 
cre at their best in pellet form. Are you going to let this natural 
demand go to an alert competitor? All you need is a California 
Pellet Mill to bring in this new business from your district! 


EXTRA HIGH 
CAPACITY 
Pelleting was 
made practical 
and economical 
by the California 
Pellet Mill. This is 
due to its high- 
speed production 
of firm, glossy 

pellets. 


PELLE 
MILL 


California Pellet Mill Company Be 
733 Tehama St., SAN FRANCISCO, CAL. 


Send for Bulletin 


Pellets can be made of 
practically every known 
feed. Binders are un- 
necessary to make firm, 
glossy pellets. Simply 
change dies in a Cali- 
fornia Pellet Mill to 
make ali sizes from tiny 
3/32” pellets to big 
chubby ones measuring 
over | inch. No special 
help needed to operate. 
1/20c per pound covers 
labor and power cost, 
depreciation and die 
wear. 
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e e e The Demand is Growing for 


SAR[) ILENE . most Economical 


Source of Vitamin D 


broad advertising campaign in the 

leading poultry magazines is build- 

ing an ever increasing demand for SarDilene. 
Poultrymen are learning that SarDilene mixed 
mashes supply at lowest cost, the vitamin D 
necessary in cold, stormy weather. Rigorous tests 
by Colleges, Experiment Stations, large feed man- 
ufacturers and commercial poultrymen have 
proved that SarDilene does the work—gives 
more vitamin D per dollar. 


=— Also Supplies Vitamin A 


SarDilene carries ample amounts of vitamin A 
and is specially treated to stabilize its vitamin A 
content in mixed feeds. It improves the texture 
and color of feathers—produces growth and 
condition. 


—> Many large feed manufacturers are cashing in 
on the demand now created for SarDilene in 
their mashes. You, too, can improve your 
mashes—lower overhead costs— satisfy cus- 
tomers. Write for information and literature. 


F. E. BOOTH COMPANY, Inc. 


. 10 Farley Bidg., CLEVELAND, 0. 
Market St., SAN FRANCISCO, CALIF. 


HOT BOXES 
COST MONEY 


MODERN METHODS OF 
LUBRICATION CUT 
LABOR and OIL COSTS 
and PREVENT FIRES and 
SHUT-DOWNS FROM 
HOT BEARINGS. 


Ask your ‘‘Mill Mutual’ Insurance 
Office for full particulars. 


Mutual Fire Prevention Bureau 
Department of 


Association of Mill and Elevator Mutual 
Insurance Companies 


230 East Ohio Street, Chicago, Illinois 
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LEADING feed manufacturer had been holding field 
A sales schools for his dealers. He wanted to know 

whether they were worth-while. He checked the ton- 

nage of over 100 new dealers who had attended these 
schools for a three months’ period. Then he compared it with 
an equal number of dealers who had not attended these 
schools—dealers of approximately the same size and with the 
same possibilities. The dealers who attended the schools 
showed an average business twice as great as that of the 
dealers who did not attend the school. A similar checkup 
for nearly 300 old dealers showed sizeable increases over busi- 
ness done during the corresponding period of the preceding 
year. 

Over in Ohio is a dealer who is making outstanding 
records. He hesitated to take on a leading feed account be- 
cause he didn’t know anything about feed. However, he was 
the best man in town for the account and was finally induced 
to order. 

“My biggest trouble at the start,” said he, “was my in- 
ability to answer reasonable questions that customers asked 
me. However, I studied, picked up information wherever I 
could until today they can’t stump me on very many ques- 
tions.” 

Realizing his need he trained himself—which probably 
accounts partly for his unusual success. 

Retail Sales People Do Need Training 

Just a rough study of retail sales people at work in al- 
most any type of store is enough to convince modern mer- 
chandisers that training is a vital part of successful retail- 
ing. Briefly put, here’s the situation: 

1. They lack knowledge of the fundamentals of good 
salesmanship. 

2. They lack a knowledge of human nature—how people 
act, and why; they antagonize customers unknowingly. 

3. They lack a knowledge of the goods they sell. 

4. They lack initiative to create additional sales—largely 
as a result of the three preceding weaknesses. 

5. In smaller stores particularly, there is a lack of defi- 
nite time or system to enable the proprietor to correct these 
faults—some things slip his mind, or he may call a point to 
the attention of one person and then, following interrup- 
tions, forget to tell the rest of the force. 


Sales Training Not for Big Store Only 

When sales training is mentioned to the proprietor or 
manager of a relatively small store—catering to the farm 
trade, he may think of formal classes. He may wonder where 
he can get an instructor and questions whether he can afford 
one if available. 

As a matter of fact, sales training does not necessarily 
mean formal schooling, which is impractical in the smaller 
store. Yet, there is a greater need of the training in the 
smaller store even than in a large city department store, em- 
ploying a highly trained staff of educators. Moreover, there 
are greater possibilities in small store training, due to the 
intimate contact all the employees have with the proprietor. 

There are three chief elements in any retail training 
program: 

1. Give the facts.—facts about the goods, facts about the 
people, and facts showing how to bring the two together; 

2. Practice in using the facts—practice in using the right 
principles is the most important part of a training program; 

3. Supervision to be sure that the employee is putting 
principles into practice correctly. 

It is human nature for the average adult to feel satis- 
fied with things as they are. After one has worked in a store 
for a year or two, he is very likely to feel that he knows 
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Merchandising Farm Supplies 


Chapter 12. Training the Sales Force 
By F. Harvey Morse 


everything about retailing. Consequently, a little opposition 
may be looked for when any training program is introduced. 
In this respect, however, the smaller merchant, such as the 
average dealer in farm supplies is at a decided advantage 
because of his close contact with his employees. 

Plan a little supper for your entire organization. Even 
though you employ just one man, you can invite him to your 
home some evening for a discussion of plans. After supper, 
you can begin talking informally about business conditions, 
the business outlook, and what you hope your own firm can 
accomplish. Then, you can lead naturally into the subject 
of possible improvement in both personal and store methods 
and before you know it, your group will be with you 100 
per cent for the simple training program you outline. 

Build Training Program Around Store Meetings 

The majority of farm supply merchants will find regular 
store meetings the best training medium. Most dealers who 
are employing this method, hold such meetings cither month- 
ly or twice a month. Such meetings are practical for com- 
panies of any size. The trouble is that a proprietor who 
employs only one or two people will be apt to think, “Well, I 
see them every day and can tell them what I want.” As 
pointed out before, he is apt to forget some of the things 
that he would like to tell them. When he invites Jim and 
Bill to come out to the house for supper, however, he makes 
those points of improvement the chief order of business. 

The store meeting program should be rather informal, 
although the general theme of the meeting should be planned 
ahead. Greater success will attend this training effort if the 
store manager does not attempt to take advantage of the 
occasion and preach a sermon to the employees. That smacks 
too much of “bossing’. The average person of any ambi- 
tion at all dislikes being bossed but responds eagerly to the 
proper leadership. Let employees do much of the talking. 

A frank, informal discussion of sales problems will prob- 
ably take up most of the time at these employee meetings. 
The outside salesman can bring up such objections he had 
to face during the past week or so. He can show how he 
met those objections or can throw them into the meeting 
for the suggestions of the rest of the group. The inside sales 
people can do the same. Then the proprietor can follow and 
put his ideas into the “pot”. The truck deliveryman may be 
asked to tell briefly how he sells and delivers or to point out, 
from his experience in meeting customers, just how good 
service in the store helps build good will. Perhaps one of 
the employees attended a business convention. Let him bring 
back the high points of the sessions. At other times, there 
might be sales demonstrations in which one member of the 
force sells a major product to another member. 

Occasionally, the proprietor or head clerk may give a 
brief talk on important points of salesmanship. In connec- 
tion with such talks, pass out “self-rating” scales, on which 
each employee can grade himself with regard to various quali- 
fications. From time to time the local salesman of the vari- 
ous lines stocked by the dealer may come to the meeting, 
either to make a talk on his products or to give selling sug- 
gestions. Some manufacturer’s salesmen are eager to attend 
all store meetings of this kind and lucky is the dealer served 
by such a salesman. 

Don’t ask employees to “make a talk” or “make a 
speech” at the meeting. That request sounds big and for- 
mal. Just ask Jim to tell the folks how he sold that lighting 
installation to Farmer Jones and give him enough advance 
notice so he can make such preparations as he wishes. 

A number of manufacturers offer their dealers compre- 
hensive sales courses by the home study method. Take ad- 
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vantage of such training by all means. The manufacturer 
is in the best position to give your sales people the facts 
they need to sell his product. What is more, many of the 
sales ideas included in such courses, apply equally well to 
other commodities. A number of dealers are using these 
courses as a basis of store meeting discussion. 

The more aggressive manufacturers also issue a dealer 
magazine in order to give the trade information about the 
line and how to sell it. Such magazines usually help pass 
along actual experiences of other merchants. By studying 
these publications carefully you will bring into your own store 
the experience of hundreds of merchants who are up against 
the same problems that you are. This same fact holds true 
with trade papers. Frequently, you will find an article in 
these papers that exactly fits your local situation. This 
article may be used either in a store meeting or may be 
passed around for the sales force to read. The manufactur- 

Ss own consumer literature, too, gives some of the strongest 
selling points about the product. 

It is a good idea to jot on the publication the name of 
each person in your organization whom you will want to 
read it—and then insist that they do read it. Naturally, no 
one person should be expected to read all the publications 
that come to the store, particularly if you are handling quite 
a variety of products. One man may be interested in ma- 
chinery. He should read the machinery trade papers. An- 
other’s chief obligation may be feed. He should read the 
feed papers and call particular attention to any article that 
may also apply to the machinery man, or fertilizer or seed 
man. 

Some of the larger stores find that it pays them to issue 
a little mimeographed store bulletin or paper, sometimes only 
a single sheet. Such a paper makes it possibie to pass on 
to each employee in brief form the substance of sales meet- 
ings and other general information that it is important each 
employee receive. A bulletin of this nature is especially valu- 
able for firms operating branch stores. 


Store meetings and correspondence courses, etc.. do not 


eliminate the necessity of personal conferences with em- 
ployees. Such conferences should be held as frequently as 
may be necessary to discuss specific points about an employee's 
work and specific places where he can improve. In order to 
make conferences definite it is well for the proprietor or 
manager, to work out a “rating scale” or “check sheet” by 
which he can check the performance of each individual. Fol- 
lowing is a suggestion for such a sheet: 
Employee Check-up Sheet 

Appearance—Has he a good personality? Does he ap- 
pear cheerful? Has he good health? Has he a pleasant 
speaking voice? Is he business-like and alert? 

Approach—Is he prompt in approaching a customer or 
indifferent? Has he good judgment in sizing up customers? 
Does he know the stock sufficiently well to talk intelligently? 

Salesmanship—Is he courteous? Is he tactful? Does 
he talk up the goods? Does he suggest other items? Does 
he tell how to use the goods? Does he stick to business, or 
does he engage in a lot of conversation? Does he thank the 
customer for the order? 

Service—Does he show a sincere desire to be helpful to 
the customer? Is he prompt in filling orders? Does he 
handle orders the way customers request? Is he accurate 
in entering orders, making change, etc? 

In general—Is he loyal to the firm? Is he a coopera- 
tor? Willing to help others on their jobs when necessary? 
Is he liked by others in organization? Is he honest and 
trustworthy? Has he “horse sense”? Is he a hard worker? 
Does he find things to do when business is slack? Is he 
willing to do extra work—overtime work, etc. when neces- 
sary? Does he have a good knowledge of store policies? Is 
he anxious to get ahead? What are his sales per dollar 
salary? What are his sales per call or per customer? 

Much of the sales training suggested for present em- 
ployees is equally satisfactory for training new employees. 
The amount of such preliminary training will naturally de- 
pend upon previous training. 


KANE SYRO 


fresh, supply. 


tank cars or barrels. 


PHILADELPHIA 


FEEDING MOLASSES 


plantatinr lo you / 


A genuine Pure Sugar Cane Molasses imported direct from the sugar producing countries, Kane Syro 
is rich in sugars and the other natural ingredients that make molasses so valuable for feeding livestock. 
Fast tank steamers with an average capacity of a million and a half gallons each, provide a constant, 


A dependable service plus quality and low cost at your disposal. Order now for prompt delivery in 


NATIONAL MOLASSES CO. 


PENNSYLVANIA 
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Letters from Our Readers 


Glad to Oblige 


Your articles on “Modern Accounting 
for the Feed Merchant” were so help- 
ful that I wanted to keep them and 
make use of them. Recently I wanted 
to look them over and found to my re- 
gret that they had been burned. Would 
you kindly tell me how much to remit 
for duplicate copies for January to May, 


1935? 
Mrs. JOHN McINNIS 
Rudyard Feed Store 
Rudyard, Mich. 


Real Philosophy 


You must have been living right the 
last ten years because The Feed Bag 
is certainly coming along in great 
shape. One of the most interesting 
articles to me recently was the one by 
the late E. S. Woodworth. He has 
given us all something to think about 
in the unique way he always was able 
to. I think we can all take a page 
from his book to our profit. 

CHARLIE McCARTNEY 
Purina Mills 
Minneapolis, Minn. 


Smart Wife 


Have kept all of the copies of The 
Feed Bag. Find them an excellent ref- 
erence library. My wife says that when 
she wants a magazine, she knows it 
will be under a Feed Bag as _ usual. 
Here’s wishing you many years of suc- 


cess. 
JAS. F. CURTIS 
Sharon Mills 
Sharon, Vt. 
Thank You 


Wishing you continued 
your very good publication. 
A. H. BUEHRLE 
Albert H. Buehrle Co. 
Youngstown, Ohio 


success in 


Wants Articles 


Would it be possible for me to get a 
complete set of the accounting articles 
written by Lionel True which you pub- 
lished in The Feed Bag? I had the 
pleasure of reading and studying these 
articles and they impressed me very 
much. I believe I would be able to 
use this information in my work and 
would appreciate very much anything 
you might be able to do for me in 
getting them. 

L: F. HOLTER 
Farmers Cooperative Association, Inc. 
Frederick, Md. 


Ditto, Stan 


There is a real note of optimism about 
The Feed Bag. I hope it may be caught 
throughout the country by the feed men 
and become symbolic of their attitude 
regarding the future of the trade. The 
time has come to shout about every- 
thing progressive and to leave the de- 
pression to its own bad end. I am 


firmly of the opinion that we over-rated 
the depression and destroyed many op- 
portunities by our own mental atti- 
tudes fostered by politicians, spellbind- 
ers, etc. While I never had too many 
cobwebs of doubt—any that I did ac- 
quire have been dispelled and we are 
hitting on all cylinders with plenty of 
enthusiasm. 

W. A. STANNARD 

Albany, N. Y. 


Well Deserved 


In some manner or other we failed to 
receive our copy of The Feed Bag. We 
have been receiving numerous com- 
ments from all over the country on 


the splendid writeup you gave us. Also, 
before you change your type for the 
following month, we would like to have 
you print us 75 copies of this issue and 
forward them to us at once and mail us 
your statement for same. Thank you 
many times for the courtesy you have 
extended us. 


WALTER F. OESTERLING 


P. J. Oesterling & Son, Inc. 
Butler, Pa. 


CENTRAL DISTRIBUTING CO., 
Marshalltown, Ia., has been organized 
with a capital stock of $40,00C to con- 
duct a wholesale flour and feed busi- 
ness. Incorporators are C. R. Van 
Gorden, Emmetsburg, president; E. L. 
Bruce, Greene, vice president; C. A. 
Ames, Marshalltown, secretary and gen- 
eral manager, and J. M. Bruce, Mar- 
shalltown, treasurer. 
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WILL THEY 
COME TO YOU? 


One Look at this Startena order that will be in the 
hands of poultry raisers everywhere is proof enough 
that it will be good business to have Startena in stock 
this spring. Hatcheries everywhere will be giving out 
these orders to their chick customers. Each is good 


for 25 lbs. of Startena. 


Only merchants handling Startena can hope to have 
this profitable business coming their way. These orders 
give them first claim not only on the starting feed but 
the growing and laying feed business. 


Make your store headquarters for this new business! 
Write or wire for complete information today and be 
ready to cash in on this business-building campaign 
that’s sweeping the country from Maine to California! 


PURINA MILLS 


923 Checkerboard Square 


St. Louis, Missouri 
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25 Ibs. of PURINA STARTENA 
e Al AMY PURINA DEALER'S STORE 
We have mede arrangements with all Puri $80 that emy one of them will deliver 
IALER—Sead chis order to Losis, Mo. i 


Back of EVERY BAG of 


DARLING’S 
SOIL 
BUILDERS 


“First aid to growing things”’ 


@ Highest Grade Materials, including dol- 
omitic limestone, the soil “‘sweetener’’. 


@Properly balanced, thoroughly mixed 
and well cured fertilizers. 


@A reputation for over 50 years fair 
dealing. 

®Dependable—no word means more. 
No wonder these Soil Builders sell well 
—and at no increase in price over ordi- 
nary fertilizers. Put ina stock now. 
You can honestly recommend them. 


ARLIN & COMPANY: 


4201 S. ASHLAND AVE., CHICAGO, ILL. 


Merchandisers 


MAIN OFFICE 
MINNEAPOLIS 


MILWAUKEE, WIS. 


Green Bay Chicago Buffalo 
Duluth Toledo Albany 
Portland Omaha New York 
San'Francisco Ogdensburg Boston 


THREE NEW PRODUCTS 
Hen - Dine 


The new iodized calcium feeding supplement. 
More than takes the place of oyster shell. 
Increases egg production. Makes harder, 
more uniform shells. Increases livability and 
thrift. Hen-Dine is an exceptionally profit- 
able item for dealers. 


Chick-Dine 


The same analysis, but screened for baby 
chicks. Packed in five and twenty-five 
pound bags. 


Arrowhead Insoluble Grit 


Completely insoluble. Sharper and harder 
than granite. Triple screened and washed. 
Attractively priced in car lots. 


And, of course, our regular products: 


No. 4 Carbonate Flour, Electro Calcium 
Carbonate, Iodized Calcium, Shellmaker, 
Turkey, Hen and Chick sizes and Cal- 
Carbo. ‘ 


CALCIUM CARBONATE CO. 


43 E. OHIO STREET CHICAGO, ILLINOIS 


You'll like the Nicollet... 


because you have a choice of 600 spacious, sun- 
lit rooms with deep luxurious beds, soft water 
for bathing; because you'll receive thoughtful, 
convenient service; because you'll enjoy the ex- 
cellent foods served in the beautiful Minnesota 
Room and in the smart Coffee Shop; because 
everything possible is done to make your stay 
pleasant. 


NICOLLET HOTEL 


MINNEAPOLIS 


Official AAA Hotel - W. B. Clark, Manager 
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SARDINE CONSERVATION 

Passage of a national law which 
would place “floating reduction” ships 
operating off the Pacific coast in the 
reducing of sardines for meal and oil 
under state restrictions is being urged 
by the California Sardine Products In- 
stitute, San Francisco. It is feared that 
if the unrestricted operation of the float- 


ing ships is permitted to continue the 
supply of California sardines or pilchard 
will soon be diminished to such an ex- 
tent that it will seriously affect agri- 
cultural feeders. A pamphlet contain- 
ing a model law and explaining the 
situation has been prepared and may 
be obtained by writing the institute at 
149 California street, Los Angeles, Cal. 


Shippers of... 


Corn « Oats 
Feed Barley 


Poultry and Milling Wheat 


°* Any Grade 
* Any Quantity 


* Any Time 


MINNEAPOLIS 


Bunge Elevator 


Write or Wire for Quotations 


MINNESOTA 


Developed at Carnation Farms 


Home of World's Greatest Cow 


@ Calf Manna, the superior calf feed was developed at Carnation Farms 
home of the new Milk and Butter Champion, Carnation Ormsby Butter 


King, that produced 38,606 Ibs. of milk containing 
1402 lbs. of butter fat, equivalent to 1752.5 lbs. of 
butter in one year. 


A SELLER—A PROFITABLE REPEATER 


@ Aggressive advertising is making Calf Manna a fast 

seller everywhere. Definite, profitableresults make it 

a profitable repeater. Calf Manna grows calves 

faster, grows them larger and at less expense. 

Feeders everywhere hail it. 

€ Calf Manna sells by the bag, is fed by the pound. 
Volume turn-over makes it profitable. Feeding re- 
sults bring new customers. Quick shipments from 
central warehouses. Write for full details. 

CARNATION COMPANY, Dept. F-B, Oconomowoc, Wisconsin 

Albers Bros. Milling Co., Dept. F-B Stuart Bidg., Seattle, Washington 
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The real test of your feeds 
is the way they perform in 
the barn or on the feeding 
lot. You give them a long 
start toward success when 
you include Cane Mo- 
lasses in the formula. 


This high-carbohydrate 
feed can be used to re- 
place part of the grain in 
mixed feeds. It improves 
the flavor and appearance 
of the feed, and usually 
lowers the cost. 


Cattle, sheep, hogs, 
horses—even poultry— 
they all like Cane Mo- 
lasses. It puts quick gains 
on growing stock, is a 
great conditioner for work 
animals. Its tonic effect is 
good for all kinds of live- 
stock. 


Write for prices on top- 
quality Cane Molasses in 
tank cars, and for a copy 
of our helpful booklet, 
“Cane Molasses.” 


Commercial 
Molasses Corp. 


ROOM 2904 
230 PARK AVENUE, NEW YORK 
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MILL MACHINERY 


Get our New Low Price on the 1936 
Model Feed Mixer with all latest im- 


provements. Write for details. 


1936 Model 


Everything for Mill and Elevator 


Feed Mixer 


THE DUPLEX MILL & MFG. CO. 
SPRINGFIELD, OHIO 


® Milwaukee. 


GRAIN & STOCK EXCHANGE 


MOLASSES MIX 


Shipped the Same Day You Order It 
OUR PRICE—$36.50 per ton, f£. o. b. 


THE BEST dry molasses product—3314% 
® molasses, protein. 


MIX YOUR OWN 16 and 20% dairy feeds— 
® containing molasses. 


SELL AS IS—farmers like it for use with 


Follow-Up System Gets 
Additional Sales 


(Continued from Page Nine) 


to have one. According to Raymond, 
this usually tempts them to light up, 
sit down and limber up with a friendly 
chat about their business. It makes 
them feel as though they were sitting 
in with the board of directors! 

Only 28 years old, Henry T. (“Ted”) 
Raymond underwent 3 years of inten- 
sive training in a large farmers’ coop- 
erative exchange before going into busi- 
ness with his brother. The latter soon 
shifted to another calling, leaving 
Henry to go his own way. Raymond 
is definitely a popular personality, and 
he belongs to a number of local clubs 
and lodges. 


BL atc. fords’; 


ESTABLISHED IN 1800 


NOW 


with 


VITAMINS 


and 


Share in its sales. Write to 


iztchford Calf Meal Co. 


Waukegan, Ill. 


@ home grown grain. 


LA BUDDE FEED & GRAIN CO. 


MILWAUKEE 


11 West 42nd Street 


All poultry rations should 
include liberal quantities 
of DAIRYLEA DRIED 
SKIM MILK. Also good 
in all rations for calves, 
poultry and swine. Carried 
by principal feed mer- 
chants throughout eastern 


territory. 


Manufactured and Distributed By 


Dairymen’s League Co-operative Association, Inc. 


New York, N. Y. 


SAVE MONEY 


By Purchasing 
Pearl Grit and 


Calcium Carbonate 
in Split Cars 


e A‘: surprising number of 
feed mixers have 
taken advantage of the op- 
portunity to purchase 
both their poultry grit and 
calcium carbonate from 
the same concern thus en- 
abling them to reduce 
shipping costs. 


@ Why not drop usa line to- 
day asking for complete 
details on these two out- 
standing products and 
how you can save money 
on split cars. 


THE PEARL GRIT 
CORPORATION 


Dept. FB-36 PIQUA, OHIO 
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KUECKER DEAD 


George F. Kuecker, Milwaukee, one 
of the oldest veterans in the hay and 
feed business, passed away at his home 
February 13 following a heart attack. 
He was 70 years old and known to hay 
shippers throughout the Middle West 
At the time of his death he was asso- 
ciated with the LaBudde Feed & Grain 
Co., Milwaukee, as manager of its hay 
department. 


MICHIGAN 

Michigan Feed & Grain Co., Detroit, 
sustained a loss of $100,000 February 
19 when its plant was destroyed by fire. 
Firemen were hampered in fighting the 
blaze because of the extremely cold 
weather. 

Carl Jonas has opened a feed and 
implement store at Belding. 

Tri-State Cooperative association 
Waldron, is replacing its plant which 
was destroved by fire about a month 
ago. 

Freeport feed mill and elevator, Free- 
port, has been taken over by C. H. 
Runciman, of Lowell. He has installed 
a feed mixer. 

Thomas Reed & Sons elevator, Pinck- 
ney, was recently destroyed by fire with 
a loss estimated at $10,000. 

John Strong mill, South Rockwood, 
operated by Lowell Harrington, was 
destroyed by fire February 7. 

Bath Farmers Elevator Co., Bath, has 
installed a new feed mixer. 

Maple Rapids mill, Maple Rapids, 
opened for business February 17 after 
a shut down of several months and is 
now under the management of Hyde & 
Van Sickle. 


Pecos Valley Alfalfa Mill 


Hagerman, N. 


TRY OUR 


PECOS | 


IT’S BETTER 


Your inquiry would be appreciated. 


Pecos Valley 
Alfalfa Mill Co. 


HOME OFFICE 
HAGERMAN, NEW MEXICO 


QDINE= IRON IRON 


Lacto-Phyl vs. Dried Milks 


ried Milks, recognized for its 

feeding value due ta the high 
digestibility of its proteins, the 
vitamins A and G, and the fine 
type of minerals. A product to 
replace milks should carry the 
same requirements. 


acto-phyl, product of the 

Syntha-Milk Laboratories, is 
the one product that carries a 
highly digestible protein content, 
vitamins A, G and B, and organic 
minerals of the highest type of 
digestibility. 


urther—dried milks as such 

carry no iron or iodine, two 
complementary substances most 
needed in any milk ration. 


SYNTHA-MILK COMPANY 


acto-phyl is built to meet that 
very definite need of the feed 
and mixing trade and without 
superfluous ingredients that bear 
no relation to milks, without in- 
organic minerals, or products of 
low food values. 


lace Lacto-phyl under the most 

trying conditions, test it side 

of other so-called milk substi- 

tutes, judge Lacto-phyl strictly on 
results. 


Write nearest 
office for book- 
let and deliver- 
ed prices. 


Syntha-Miik Company, 15 and 17 Gay Street 
Baltimore, Maryland 


868-9 Reibold Bldg., Dayton, Ohio 


Syntha-Milk Lab ii I Ohio 
Syntha-Milk 4549 Produce Plaza 
Los Angeles, California 


.. if it’s ARMOUR’S 


@ Feeding hogs all the tankage they 
can eat is actually economical, be- 
cause the gains they then show are so 
far in advance of what they would 
make on corn alone, or corn plus any 
other feed. But it is highly advisable 
for you to sell farmers Armour’s Meat 
Meal Digester Tankage, because it has 
such a high protein content, so little 
fibre, and is light and mealy. For these 
reasons farmers come back for it year 
after year. 

In recent years livestock raisers and 
agricultural stations have conducted 


ARMOUR COMPANY 
Dept. B Union Stock Yards, Chicago 


You can’t feed hogs 
too much tankage 


tests feeding tankage to beef cattle. 
The results have invariably been a 
better finish in less time at lower cost. 
Suggest to your customers that they 
try this out with Armour tankage. 

Aun increasing knowledge of scien- 
tific feeding is creating a steadily in- 
creasing demand for all of the Armour 
supplementary feeds, not only tank- 
age, but Meat and Bone Scraps, Spe- 
cial Steamed Bone Meal, Poultry 
Bone,and Feeding Blood Flour as well. 

For information about these feeds, 
write to 
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Order a Mixed Car of 


= 3} Golden Loaf Flour 
z > The flour with the Vim and Pep left in 

= -| Bran and Middlings 
= —Higher in Protein— 

= 

TENNANT & HOYT Co. 


LAKE CITY, MINN. 


Cyrus Maney, Veteran 
Trader, Is Dead 


Cyrus E. Maney, vice president, 
Maney Bros. Mill & Elevator Co., Inc., 
Minneapolis, who had been in poor 
health for the past few months, passed 
away February 20 following a heart at- 
tack. He was 76 years old. 

Mr. Maney with his brother, the late 
Thomas A. Maney, founded the present 
firm in 1884 and remained active in the 
business until his retirement in 1931. 

He was born on a farm near Ocono- 
mowoc, Wis., and during his life took 
an active part in church work. Mr. 
Maney’s nephew, W. A. Maney, is now 
president of Maney Bros. Mill & Ele- 
vator Co. 


ESTABLISHED 


AGS 


USED 


BURLAP 


AND 


COTTON 


ALL BAGS VACUUM CLEANED 


INDIVIDUALITY 


BAGS 
TWINE 


WE BUY FREDMAN BAG CO. 
SURPLUS BAGS MILWAUKEE, WIS. 


HONOR ROLL 19 | 


BARLEY SHIPPERS 


Our sales are pleasing others—why 
not you? 


Ship us that next car of Bar- 
ley and let BARLEY BILL 
get you Top Price for it. 


When You Want Corn, Phone Us 


Fraser-Smith Co. 


Barley and Oat Specialists 
MILWAUKEE 


MINNEAPOLIS CEDAR RAPIDS 


e HIAWATHA e 


GROUND GRAIN SCREENINGS 


(BULK OR SACKED SHIPMENTS) 


A domestic grain and flax seed screenings mixture, carefully 
blended to assure constant uniformity, thereby meeting the de- 
mands of the most discriminating. 


(A Most Profitable Base for Feed Manufacturers) 
SPECIALIZE IN ALL TYPES OF SCREENINGS 
Write or Wire for Prices 


Hiawatha Grain Company 


MINNEAPOLIS, MINN. 


CEREAL 


GRADING CO. 
MINNEAPOLIS 


SPECIALIZE IN 


GOOD 
CORN and OATS 
For 


WISCONSIN TRADE 


Prices Right—Service Prompt 
TRY US 


al ‘‘All your needs in grain and feeds’’ | 


Sunset Feed & Grain Co., Inc. 


CHAMBER OF COMMERCE BRANCH OFFICE 
BUFFALO, N. Y. MIDDLETOWN, N. Y. 


FEED JOBBERS 


Also Representing: 
THE HUBINGER COMPANY, Keokuk, Ia..... Corn Germ Meal and Gluten Feed 
VANDERSLICE-LYNDS CO., Kansas City, Milo 
ry and Dried Buttermilk 


FAIRMONT CREAMERY C maha, 

L. C. NAISAWALD SONS, New Fork’ Blackstrap Molasses 
OYSTER SHELL PRODUCTS CO., Philadelphia, Pa................ Oyster Shells 


AGLE ROLLER 
MILL CO. 


NEW ULM. MINNESOTA 


Manufacturers 


Daniel Webster 
and Gold Coin 


Spring Wheat Flours 
Rye Flours 
Commercial and Mill Feeds 
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Firm’s Own Newspaper 
Pleases Farmers 


New Richmond Roller Mills Co., New 
Richmond, Wis., is issuing a large, four- 
page house organ entitled “Feed Facts” 
which is distributed among farmers in 
the territory served by its group of re- 
tail stores. 

The publication has the dimensions 
of a newspaper and features the firm’s 
feed and other products in full-page 
ads. The front page bears a photo- 
graph of the main plant with a special 
message to farmers in large type be- 
neath. 

“During the month of December,” re- 
ports E. H. Sather, of the company, “we 
mailed our paper to 18,000 farmers for 
our dealers and the response from farm- 
ers and dealers alike was so great that 
the January issue ran 40,000 copies. It 
has proved to be a decided factor in 
helping to increase our business.” 

The territory in which “Feed Facts” 
is circulated includes Barron, Cadott, 
Canton, Clear Lake, Colfax, Elmwood, 
Hayward, Hixton, Hudson, Rice Lake, 
Shawano, Spring Valley, Greenwood 
and New Richmond, all of Wisconsin. 


WORLD’S POULTRY FAIR 

The World’s Poultry Congress & Ex- 
position will be held at Leipzig, Ger- 
many, July 24 to August 2. Informa- 
tion regarding the cost of exhibit 
space, transportation charges, etc., may 
be obtained from Dr. Raymond Park- 
hurst, National Oil Products Co., Har- 
rison, N. J., who is chairman of the 
sub-committee on commercial exhibits 
for the congress. 


UR ADVERTISING IN THIS SPACE | 


Best advertising we've 
ever used’ ........ 


SAY OUR DEALERS 


....and, ‘The best chick feeder 

ain ever offered’’ say their 
customers. Thousands of deal- 
ers ary using UNIVERSAL CARD- 
BOARD FEEDERS to stimulate 
their poultry feed business... . 
millions have been sold. We 
print your name and advertise- 
ment on top panel. You offer 
one with purchase of poultry 
feed ....sell additional feeders 
at a profit. Saves feed, saves 
money and saves the chicks. 
Brings the customers in and pro- 
tects the feed you sell. Patented 
in U. S. and Canada. Write us 
or any distributor about our 
dealer proposition. 


GENERAL DISTRIBUTING COMPANY 
NEWTON, KANSAS 
DISTRIBUTORS 

Wisconsin—La Budde Feed & Grain Co.. Milwaukee 
Colorado & Wyoming—C. A. Bresnahan, Inc , Denver 
Ohio—Pearl Grit Corp., Piqua 
California— Philip R. Park, Inc., San Pedro. 


EXCELSIOR 


MILLING COMPANY 


MINNEAPOLIS, MINNESOTA 


HIGH QUALITY PRODUCTS 


Minnesota Girt Ftour 


You can increase your flour sales 
by recommending 
MINNESOTA GIRL FLOUR. 
A trial will prove its merits. 

Let us include MINNESOTA GIRL 
FLOUR in your next car of 
®@ Queen Wheat Feed 
® Cherokee Pure Bran 
Cherokee Middlings 


WIRE US FOR PRICES 


CAPITAL FLOUR MILLS, INC., Minneapolis, Minn. 


Guaranteed 


BUFFALO Corn Gluten Feed 
and Heavy Sweetened Buffalo 


> 100 POUNDS NET 


@ Ideal protein ingredients for the 
dairy rations you put out under your 
own brands—-or for the dairyman who 
buys separate ingredient feeds for 
home mixing. 


20% Protein 


@ The season of heaviest feeding and 
heaviest turnover of these standard 
feeds is at hand. Be sure you are 
amply supplied for your mixing and 
retail requirements. 


CORN PRODUCTS SALES CO. 


NEW YORK and CHICAGO 


25% Protein 
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CLASSIFIED 


Service department for our read- 
ers. Low Rates: 25c per line; 
minimum $1.00. 


ADD YEAST TO YOUR FEEDS 


EGG PRODUCTION—HATCHABILITY— 
BODILY VIGOR—are all increased by UNI- 
VERSAL YEAST. Tests have shown remark- 
able results in these three important phases of 
poultry feeding. Equall ~ successful in the 
of dairy cows an 


Manufactured 
by RI 


E LABORATORIES, , Dazsel, Minn. 


OVER SIXTY FEED MIXERS 
In Wisconsin are using Universal Stock and 
Poultry Yeast. Write for free formulas and 
feedin gestions. RICE LABORATORIES, 
Inc., Minn. 


FEEDSTUFFS 


Both Cash and Futures 
DREYER COMMISSION CO. 


(At it since '92) 


Merchants Exchange St. Louis, Mo. 
Board of Trade Bidg. Kansas City, Mo. 


HAY AND MILL FEED 


Write for Prices 


Midland Hay & Feed Co. 


Minneapolis, Minn. 


SALESMAN WANTED 


Salesman acquainted with feed trade in Wis- 
consin wanted. Must have ability and be able to 
show clear past record. SYNTHA-MILK CO., 
Dayton, Ohio. 


DR. A. T. RINGROSE, formerly o1 
the poultry husbandry department at 
Cornell university, is now assistant di- 
rector of the biological nutrition labora- 
tory of the National Oil Products Co.. 
Harrison, N. J. 


J. H. BARTON, vice president of 
the National Oil Products Co., Harri- 
scn, N. J., is the new owner of a fine 
nine-room Colonial home with three 
baths and three-car garage at 381 Grove 
road, South Orange, N. J. 


Northwest Linseed Meal Co. 


HEADQUARTERS FOR 


Pure LINSEED MEAL 


Write for price delivered your station. 


314 Flour Ex. Bldg., Minneapolis, Minn. 


Lindsay 
Feed 
Mixer 


A Mixer You’ll 
Be Proud to 
Own. 


It’s profitable 
12 months in 


the year. 
LINDSAY BROS., Inc. 


TRUCK OR CARLOADS 


MEAT SCRAPS 
LINSEED OIL MEAL 
SARDILENE OIL 


MANEY BROS. MILL & ELEVATOR CO. 
MINNEAPOLIS, MINN. 


PURE OLD PROCESS 


HOLD ON! 


When in Milwaukee have 
your truck pick up ton lots 
of feed at our wholesale. 
warehouses. 


Mill Feeds, Powdered 
Milk, Cod Liver Oil, 
Dried Yeast, Alfalfa 
Meal, Peat Moss. 


Deutsch & Sickert Co. 
Feed and Grain 


LINSEED OIL MEAL 


A Sugégestion—Write us today if interested. 
Either prompt or deferred Linseed Meal. 


FEED SUPPLIES, INC. 


West Allis - 1637 South 83rd St. 
North Milwaukee - 3328 West Cameron Ave. 


Grain & Stock Exchange Milwaukee, Wis. 


Save Money. 


502 Corn Exchange Bldg. 


“Stand by Stan.” 


A. L. STANCHFIELD & CO. 


Wholesale Grain and Feed Merchants 
Minneapolis 


Its Milk, Oil, Yeast and lodine 


ues assure su or efficiencyofyour 
feeds at costs. 


3 ios utc. 


+ 
DES MOINES, IOWA 


M. G. Rankin & Co. 
FEED and GRAIN 


Keokuk Corn Gluten Feed 
Grain & Stock Exchange Milwaukee, Wis. 


Established 1892 


FRANKE GRAIN CO. 


Incorporated 


GRAIN AND FEED 
Milwaukee Wisconsin 


MOHAWK FEED CO. 


FEEDS—COD LIVER OIL 
Phone Marquette 6464 


Grain & Stock Exchange, Milwaukee 


anity Fair 


Flour 


Laboratory Tested. 
Made Right and Priced Right 
Write for our prices in straight 
and mixed cars with bran, midd- 


lings, Cannon feed (flour midd- 
lings), and Billie feed (red dog). 


Cannon Valle ey Milling Co. 


MINNEAPOLIS, MINN. 


EW RICHMOND 
ROLLER MILLS CO. 


NEW RICHMOND, WISCONSIN 


Mill Feeds 
Coarse Grains 
Feeding Oatmeal 
Sardilene Oil 


MIXED OR STRAIGHT 
CARS 
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VITAMELK 


CONCENTRATED 
VITAMIN FOOD 


CONTAINS ALL SIX 
Vitamins—A BCD E&G 


ONE'S 
PRODUCTS CO. 
DENVER, COLORADO 


Wisconsin Distributor 


STRATTON GRAIN CO. 


MILWAUKEE, WISCONSIN 
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Printed messages 
They are profitable 


ADTKE ORTSCH 
BROS. CO. 
EstasuisHep (894 
PRINTERS 
LITHOGRAPHERS 
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522 N. MILWAUKEE STREET 
Prone 


LW. 
Broapway 076 WISCONSIH 


| 
' 
| 
| — = 
STABILITY INCREASED BY 
} R 


W. D. WALKER, vice president and 
general manager, Arcady Farms Mill- 
ing Co., Chicago, has returned from a 
trip South during which he helped his 
parents, Mr. and Mrs. James R. Walker, 
spending the winter at Thomasville, 
Ga., celebrate their 50th wedding anni- 
versary. 


HOWARD KELLOGG, JR., vice- 
president of Spencer Kellogg & Sons, 
Inc., and A. H. Kellogg Clark, super- 
intendent in charge of production, both 
ot Buffalo, were visitors at the com- 
pany’s Chicago plant during the week 
of February 24. 


ILLINOIS 

Red Bud feed store, Red Bud, has 
been opened for business by O. Bur- 
mester and H. Dannenberg. 

Edward Histein, who operates a coal, 
grain and feed store at Morton, will 
epen a branch at Mackinaw which will 
be operated by his son, Herbert. 

Wright Produce Co., Anna, _ has 
moved to a new location and added 
flour and feeds to its line of products. 

Arthur Clinton has purchased the S. 
QO. Dunbar mill and residence property 
at Ina. 

Globe Feed Co., Rockford, has ob- 
tained a state charter to operate a gen- 
eral feed and flour business. Incorpora- 
tors are John and Mabel Bullard, Bruce 
L. McDonald and Lester N. Bowman. 

Teske seed and feed store, Moline, 
has remodeled the front of its cstab- 
lishment. 

Walter Smith is planning to open a 
feed and hardware store at Princeville. 

Henry Weber has sold his interest 
in the Chadwick Supply Co., Chadwick 
to Harold Pink. 


Business 
Builders 


Repeat business is always profit- 
able business. Get your share by 
handling “Lime Crest’? Calcite 
products and using them in your 
mixes. 


“Lime Crest’? Calcite Flour 
in poultry and dairy feeds makes 
consumer friends for manufacturers 
and dealers. Produces remarkable 
results because it is so different 
from ordinary limestone. 


“Lime Crest” Calcite Crystals, 
the 2-in-1 grit, not only grinds feed 
but supplies calcium for health and 
production. Makes satisfied cus- 
tomers because it saves them 
money. Takes the place of shells 
and grit. 


Write today for information. 


LIMESTONE PRODUCTS 
CORP. of AMERICA 
Dept. 259 Newton, N. J. 


Don't forget to say you saw the Ad in THE FEED BAG 


Personal Roy I. Campbell 


COMMISSION MERCHANT 
MILWAUKEE ARLEY A SPECIALTY 


GRAIN FUTURES xatvay 


Phone Marquette 2329—Direct connection to Exchange 
Floor Assures PROMPT PERSONAL SERVICE. 


DONAHUE-ASTON CO. No. Milwaukee St. 


MILWAUKEE, WISCONSIN 


DAISY BATCH FEED MIXERS 


The finest batch mixers on the market. 
Horizontal type. Capacity }4 to 2 tons 
per batch. Loads, mixes, discharges and 
sacks a ton batch in 12 minutes. Small 
power required. Only 3 H. P. on 1-ton 
size. Exceptionally compact. Floor level 
loading hopper. Motor or belt drive. 
Write us for complete information and 
low factory-to-user prices. 


R. R. HOWELL & Co. 4 
2 Malcolm Ave. S. E. ; 
MINNEAPOLIS, MINNESOTA 


FEED MIXER 


sv 
aR. 


Fon 


Big Chief Meat Scraps} | \Western Meal 
FOR POULTRY FEEDING 


is going east 


It’s going east to the 
mixers because western 
alfalfa meal is more 
abundant in carotene— 
richer in feeding values. 


Buy Fresh, Green 
Alfalfa Meal for 
shipment now. 


MEAT SCRAPS 


— 


The quality of Big Chief Meat 
Scraps has won the acclaim of 
satisfied poultry users and is 
building more sales and bigger 
profits for dealers. Order your 
supply now for the approaching 


poultry season. The Denver Alfalfa 


Milwaukee Tallow & Grease Co. Milling & Products Co. 
131 S. 7th St., Milwaukee 


JOE FREE, Manager LAMAR, COLO. 
DEUTSCH & SICKERT CO., Distributors —_— — 
GRAIN & STOCK EXCHANGE 2 
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RIEBS VIEW 


Vol. 4, No. 3 March, 1936 Milwaukee, Wis. 


B etter try RIEBS 
A lways Dependable 
R ight Market Price 
ong Experience 
E ager to Serve 


Y --Not Ship Us That 
Next Car? 


Published Monthly by The Riebs Co., Milwaukee 


For accurate and rapid filling 
and weighing of 100-lb. bags of 
molasses feeds, dairy feeds and 
ground, soft meals 
use the new No. 13 


Semi-automatic in action, with 
motor-driven feed agitator to 
handle all soft and non-free- 
flowing materials. 


Capacity range of No. 12 and 
No. 13 Models — 25 to 160 Ibs. 


No. 12 Model—for handling 
whole and scratch grains and 
log, details and prices. all free-flowing stocks. 


Write today for illustrated cata- 


—Better Built Bags— 


BAG FACTORIES - COTTON MILL - BLEACHERY 


TALK ABOUT BAGs! 


(Quoted from Customer's Letters) 


“I had the pleasure of having 
lunch with representatives of 
several good sized mills ata 
meeting held re- 
cently. At our table, it was 
unanimously agreed that the 
Werthan aggregation is a real 
bunch of fellows and just 
about ‘‘Tops”’ in the bag busi- 
ness.” 


WERTHAN BAG CORPORATION 
NASHVILLE — NEW ORLEANS 


—_[WERTHAN]—— 


Inc. 


Silver Creek, N. Y. 


Get More Business 
USE POST-CARD ADS! 


You can now illustrate, ca 


print and address the 

cards yourself—dall on a 

simple, inexpensive 

little eo called 
the 


Elliott Cardvertiser /* 


Uncle Sam furnishes the penny postal cards. You have 
no cuts to buy or type to set. Businesses of all kinds — 
retailers, wholesalers, manufacturers—are rapidly dis- 
covering the big results from postcard messages sent to 
customers and prospects. Time and money saving. too, 
for Churches, Lodges, Associations, all organizations, to 
contact members. 

Write NOW the interesting story, Tell ue 
ot post-card ads from others in your line. No obligation. Address 
Cardvertiser Dept., THE ELLIOTT CO. 

125 Albany St. Cambridge, Mass. 
Milwaukee Office: 5066 Plankinton Bidg. (Marquette 4523) 
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FOR YOUR 
CUSTOMERS 


CLO-TRATE*, the concentrated cod liver oil, included in all your mashes— start- 
ing, growing and laying— at the recommended level, will insure ample vitamin A 
and vitamin D protection. This is exceedingly important to your customers. 


Abundance of vitamin A is necessary for low chick mortality and fast chick growth. 
That’s why the extra vitamin A of CLO-TRATE is so greatly needed. 


CLO-TRATE’S high vitamin D content, too, makes it particularly ideal for inclu- 
sion in starting and growing mashes. For adequate vitamin D prevents rickets 
and guarantees strong leg and breast bones. 


And remember every batch of CLO-TRATE is standardized by chick tests for at 
least eight weeks in our own poultry laboratory. 


These are a few of the reasons why your customers deserve feeds containing CLO- 
TRATE. Drop a line to one of our offices. We shall be pleased to show you how 
you can step up your profits and your customers’ profits by using CLO-TRATE in 
your mashes. 

* CLO-TRATE is made under the Barthen Process (U. S. Patent 1984858) 


HEALTH PRODUCTS CORPORATION 


Manufacturers of Cod Liver Oil Concentrate Products 


CHICAGO NEWARK, N. J. SAN FRANCISCO 
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You will never 


make a mistake by 


recommending or sell- 


ing a superior article... 
Quality is the surest foun- 


dation for permanent success. 


Highest Priced Flour 
in America 
and Worth All It Costs 


MIDAS MILL 


____ MINNEAPOLIS, MINNESOTA 
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